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UNION'S reputation and sales display 
make it easier to sell your customer his first 
tool. But the repeat business, that ham- 
mers home your profits, comes because 
that customer gets his money's worth and 
returns to buy from you again. 
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RE these considerations less important to- 
day? We believe not! 

Monarch has “gone modern” to the limit—but 
Monarch has not forsaken the fundamentals of 
malleable iron construction that bring long life, 
fuel economy and “Stay Satisfactory” service. 

Monarch is still a Full Malleable range under- 
neath its beautiful porcelain enamel body—mal- 
leable top frame, plates and lids, malleable iron 
oven frames, door frames, hinges and all other 
parts subject to strain and breakage. The rivets 
are still there, though you can’t see 
them. The stove putty is just as absent 
as it was thirty years ago. 

Your customer may not be as con- 
scious of these “internals” as was the 
housewife of 30 years ago. But the need 
of unbreakable iron and riveted joints 
is just as great as it ever was... and 
you, as a dealer, should guard your 
customer’s interests, even though she 
is thinking chiefly of the “eye value” 
of the goods. 

Keep these homely facts in mind when 
selecting the ranges your customers are 
going to buy. It is not enough to buy 
a range called a “malleable.” Be sure 
that it IS a true MALLEABLE .. . and 
that means a MONARCH. 
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HEN your father bought ranges back in 
1903, this Monarch was the last word in 
snappy new goods. 


In those days it was sound fundamentals that 
counted most. Monarch salesmen jumped on the 
oven doors and banged the top lids together to 
show that malleable iron did not break. 


They called attention to the exposed rivets to 
prove that there was a malleable iron frame at 
both front and back of the oven. They invited 
customers to search inside the range for the 
stove putty that wasn’t there. For the important 
consideration to the range buyer was Long Life 
and Fuel Economy. 
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To trade gone completely modern, show this 595F ... 


it is Full Malleable as well as modern to the last detail. 









6 
MALLEABLE 










To trade demanding a full enamel 
range, at a PRICE, show this 195A 
. it is FULL MALLEABLE, too. 





MALLEABLE IRON BRANGE COMPANY, 63 Lake Street, Beaver Dam, Wis. 
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STOPPING SLAMS 


YALE MODEL 504 
SCREEN DOOR CLOSER 

HE power for this YALE 

Door Closer is provided by 
a compression spring which is 
contained within the cylinder. 
Cylinder, or tube, is of seamless 
steel. 












ET in a stock of YALE Screen Door Closers and be 
ready for the profit opportunities that the screen door 
season brings. 


Put in a window display. Advertise YALE Screen Door Closers 
in your own local newspaper advertisements. Suggest them 
to everyone who comes into your store. When you point out 
how easily and how economically any home can be rid of 
the annoyance of slamming screen doors and of doors left 
carelessly open, you make a sale and profit. 


There are three YALE door controlling devices for screen 
doors. Place your order now so as not to lose any time. Then, 
when the season arrives, put alittle effort behind YALE Screen 
Door Closers. You are sure to find it well worth your while. YALE MODEL 570 
SCREEN DOOR CLOSER 
HIS is a liquid type door 
closer, built to the same high 
standard of quality as are the 
larger YALE Door Closers which 
control doors in many of the 
country’s finest buildings. 


Get in touch with your Jobber or write us direct 


YALE MODEL 506 
SCREEN DOOR CLOSER 
PERATES by a visible coil 
spring. Tube is of seamless 

brass and the piston is equipped 
with a heavy steel washer which 
prevents the leather washer from 
getting out of position. A brass 
spring holds the leather washer 
firmly against the side of the tube. 





YALE Screen Door Closers will be advertised in the April 6th issue of The Saturday Evening ‘Post. 


THE YALE & TOWNE MFG. CO., STAMFORD, CONN. 
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+ OPRING % 
TURPENTINE BUSINESS! 


























You can do this by selling Hercules Steam- 
distilled Wood Turpentine in the handy 
quart, gallon, and 5-gallon cans, and the 30- 
and 50-gallon drums. 

Hercules Turpentine is a pure spirits of 
turpentine, clear, always uniform, and free 





from adulteration. It is an excellent thinner 
for paints, varnishes, and enamels. It also is 
used for cleaning surfaces for refinishing; for 
cleaning and keeping paint brushes in good 
condition; and for removing paint or varnish 
from the hands. 

Ask your jobber for quotations. Prices do 
not change weekly but remain constant for 
as long a period of time as possible. Send 
the coupon below for further information. 





HERCULES NAVAL STORES 
HERCULES POWDER, COMPANY 


(CORPORATED 
WILMINGTON, DELAWARE 
Branch Offices: CHICAGO ... NEW YORK ... PHILADELPHIA 
ST. LOUIS . . . SALT LAKE CITY . . . SAN FRANCISCO 


: HERCULES POWDER COMPANY 

4 938 Market Street, Wilmington, Delaware 

; Send information about Hercules Steam-distilled Wood Turpentine. 

f 

! 


My jobber’s name and address are:------------------ 
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New. Low Plumb Prices 


H. F. 81 Nail Hammer now $1.00. There’s a 
sales leader for you! See other low prices 
below. Carry the complete PLUMB Line. It 


means extra sales. 





Autograph Nail Hammer. Octagon head, 
full polished; selected hickory handle. The 
finest hammer in the Plumb line. A tool for 
the man who wants the best. Price, $1.35. 





H. F. 81 Nail Hammer. With advertised 

finish—Red Handle and Black Head. The 

oy selling item in the Plumb line. Price, 
1.00. 





Plumb Ripping Hammer. Straight claw, 
advertised finish. Best seller is H. F. 86, 
1 Ib. head. Price, $1.00. 


“There’s a tool you can use without 


ACCIDENT INSURANCE: :-" 


Customers depend upon 
you when buying tools. 
They do not know the risks 
of faulty tempered steel, of 
poorly seasoned handles, of 
improperly wedged heads. 


7,389 workers were in- 
jured by hand tools in New 
York State in one year. 


Don’t have one of your 
customers among the casu- 
alties. Protect them by sell- 
ing quality tools. 


You make a more profit- 
able sale, and you are ful- 
filling your obligation as 
the tool expert of your 
community. 


Plumb Tools are safe 
tools! Every batch of steel 
is double-tested. Forging is 
done at an exact degree 
of heat. 


Tempering is scientifical- 
ly controlled in electrical 
furnaces. Every handle is 
tested and hung to give per- 
fect balance. And Plumb’s 
patented screw wedge 
keeps every handle tight, 


just by a turn of the screw. 


And Plumb’s new, low 
prices (see column at right) 
enable you to sell these safe 
tools for very little more 
than second-grade lines. 


FAYETTE R. PLUMB, Inc., Phila., U. S. A. we 
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Plumb Dreadnaught Axe. A high grade Axe forged from one 
piece of special analysis steel. No soft head to batter. No soft 
eye to buckle or spread. No soft weld to come loose. Furnished 
in 3 to 5% lb. weights. Made in all standard patterns. 





Plumb Machinist Hammer. H. F. 375, 
size two, 114 lb. The best selling Machinist 
Hammer in the Plumb line. Price, $1.05. 





* Plumb Riveting Hammer. A handy tool 
for the home workshop. Best seller— 
No. 252. Size two, 9 oz. Price, $1.10. 









Plumb Half Hatchet No. 2962. This hat- 
chet is rapidly becoming standard in all 
sections of the country. Best seller — 
size two, weight, 1 lb. 5 oz. Price, $1.50. 


Plumb Expert Shingling Hatchet. With 
shingle gauge and leather strap for the 
wrist. Inner side of blade sharpened for use 
as a drawknife. Price, $2.50. 

















season. 


They 








No.375A CABIN STOVE 


This sturdy stove has three burners, lights 


instantly. Made to give years of satisfactory 
cooking service. Finished in black baked en- 
amel, Everdur fuel tank, won't rust or cor- 
rode. Electrically welded. Hand operated 
filler plug, Instant-Gas Carburetor Valve with 
Safety Lock, and Seal Tube that prevents over- 
filling. Capacity six pints; enough for 8 to 10 
hours cvoking service on all three burners. 
Separate pump. Cooking Top 14x30% inches; 
Length, 36 inches; Width, 15 
inches; Height, 9 inches. 

U. S. Retail Price................. 
No. 376-A two-burner hot plate with the 
same durable construction and heat efficiency 
as No. 375A. Cooking Top, 14x23% inches; 
Length, 28% inches; Width, 15 inches; Height, 
9 inches. 


U.S. Retail Price...... ...ssssessssen *17.40 
COLEMAN 


SELF-HEATING 


No. 4A IRON 


The Coleman Self- 
Heating Iron is 
thebiggest selling 
iron of its kind. 
The only real in- 
stant - lighting 
iron made. Saves as much time and work asa 
washing machine. Permits the operator to 
iron in comfort anywhere... with one iron. 
Cuts ironing time ¥%; cost to use ¥%¢ an hour. 
Generator has automatic gas tip cleaner which 
can be operated while iron is in use. Has cool, 
blue handle and blue vitreous en- $5 95 
amel body. U.S. Retail Price........ ° 


These ever 
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No. 374 


CABIN 
STOVE 


# This popular model has splasher back, 
high legs and bottom shelf. Lights instantly. 

Finish is black baked enamel. Everdur Metal Fuel 
Tank, rust proof. Three burners in aline; one Master, 
one Standard, and one full-heat simmering burner. 
Removable, Black Cast Iron grates. Size, 14x30}¢ ins. 

Overall size: Length, 37 in.; width, 16 in.; height, 
45 in. popular stove for camps, cabins, summer 


he" *24.00 
No. 242A LANTERN 


This little lantern with 
the big brilliance is now _ 
better than ever! Has (+ 
new bulge-type Pyrex 
glass globe; stronger, lar- 
ger porcelain ventilator 
top. Single mantle type; 
produces up to 150 candle- 
power of pure whitesteady 
shining radiance. A sure. 
fire seller that supplies 
many lighting hows 4 
U. S. Retail Price........0000s-ccesese 
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DEALERS! Every Coleman Iron you 
* sell builds more sales for 
your store. Start now by showing your cus- 
tomers how the Coleman saves them §2 to $5 
ayear. Let them test Coleman Irons in their 
homes. Hardware dealers are egy | Cole- 
man lIrons—and rightly so—because it has al- 
ways been the Colemarr policy to stand square- 
ly behind the hardware and home-owned stores. 


No. 38—1000 Watt Automatic. 
No. 39—‘‘Easy Glide’’, 1000 
No. 37—‘‘Master Automatic’’—720 


Coleman Automatic Electric Irons offer new customer appeal, new 
profit possibilities because you can sell these outstanding features: 

The Coleman Automatic Iron does More Than the Ironing. Saves 
$2 to $5 a year on electricity because the accurate, long-lasting ther- 
mostat automatically cuts off the current when iron reaches temper- 
Consumes current only about 40% of the time while in 
use. Never overheats; not a fire hazard, prevents scorching. Long 
tapering point; beveled sole-plate, large glass-smooth ironing surface 
make it possible to do better ironing quicker. 
life heating element heats base evenly—no hot spots, no cold edges. 


NOTE: — Ask about the new electric “telltale” display. 
It’s different ... it visibly demonstrates and helps 
sell the economy of the Coleman Iron. 


Dependable long- 


U. S. RETAIL PRICES 


heaviest, dampest work .............sceesesssee $7. 

: Watt Automatic. Light weight, 
344 Ibs.; full size. Easy gliding, fast ironing..$7.95 
Watts. A quality Auto- 
matic iron that has proved its exceptional perform- 
ance in thousands of homes. .............+..++++ $6.90 


SION TION, ccccccccccsacectscscccccesccaceescenced x 


No. 36—‘‘Master”’ Iron, 615 Watts. A high quality, non-auto- 
$4.95 


PLAN NOW for Spring and Summer Sales 
of these COleman Appliances 


pular Coleman Appliances are now coming into their best selling 
a real demand —dealers find they have especially good sales 
during the spring and summer months. 
So plan now for extra sales and profits with these Coleman Appliances. 
early and get them on display. Demonstrate to every prospeet —be prepared to 
supply the next call you have. 


Stock 





No. 373 CABIN STOVE 


A good quality, low-priced model 
with two burners that light instant- 
ly. Compact yet of ample size for 
two ordinary cooking utensils; easily 
carried. 

Fuel Tank is easily removed for 
filling; located in carrying rack in 
bottom of frame. Strong and dura 
able construction. Length, 21 inches; 
width 9% inches; a 9% inches. 
Finish: Black Baked Enamel. 


U. S. Retail Price......... $10.80 
No. 228B LANTERN 


A big sturdy lantern b 
for your customers who : 
want the very best. 
Lights instantly, gives 
up to 300 candlepower 
brilliance on any light 
ing job in any weather. 
No finer lantern made. 
Has big porcelain enameled 
ventilator top, gemuine Pyrex 
Glass Globe, built-in pump. 
Is wind-proof, storm-proof, 
insect-proof. 

Ui Mista Pith csscnnsc-0s-..... 





COFFEE 
MAKER 


For anyone who loves 
coffee, here is 
the coffee maker su- 
preme! The Coleman 
Electro-Brew is a new 
type coffee maker that 
really makes better cof- 
fee . . . automatically 
produces the perfect ’ 
cup every time! As if by magic, a patented 
pump automatically stops the percolating pro- 
cess at the first appearance of steam. Boiling, 
which spoils coffee, is avoided. There is no 
watching, no worrying, no timing. 
It’s a marvel of modern beauty. The crystal-clear, heat- 
resisting glass bow] is decorated with platinum bands; 


base of black bakelite. 8-Cup Capacity. 
UW. B. Batail Priel...1......0...0000s0e0s0 $9.90 








See Your Jobber or Write Nearest Coleman House for Latest Dealer Prices and Full Information. 


THE COLEMAN LAMP AND STOVE COMPANY 


GENERAL OFFICES: Wichita, Kansas, U. S. A. BRANCHES: Philadelphia, Chicago, Los Angeles, Toronto (FD-41) 
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sSwire I want . 


a NEW cloth and with the measuring tape too!’’ 





THIS DEALER SO EXPRESSED HIMSELF 
AT A HARDWARE CONVENTION LAST WEEK 











When he said it yet developed... 
he put into words does not streak or 
the thoughts of all his fellow dealers who have discolor while in stock . . . and costs you no 
seen the 1935 Gold Strand talking film exhib- more. Of course it, like Gold Strand bronze, 
ited at the hardware conventions. The new copper and black, has the exclusive measuring 
Gold Strand Screen Cloth, Galvanoid Plus, tape. 

is “different”. Exhaustive laboratory tests by Arrange with your jobber now for an early 
the salt spray method demonstrate that it has delivery of GALVANOID PLUS and other 
“twice the value” of ordinary galvanized Gold Strand cloths. 


cloth. It is the longest-lived steel screen wire 





AMERICAN WIRE FABRICS CORPORATION 
Subsidiary of WICKWIRE SPENCER STEEL CO. 


General Offices: 41 East 42nd Street, New York City 
Worcester—Buffalo—Chicago—San Francisco 
Los Angeles—Portland—Seattle 


OLD 
STRAND 


INSECT SCREEN CLOTH 
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= pains We stock 

— = eCOLUMBIAN 
to avoid 

complaints” 


. writes Mr. W. M. Hoffman of the E. E. 


Jameson Hardware Company who sent photos 





Interior of E. E. Jameson to show how this hardware store uses Colum- 
Hardware Store at 


Fairgrove-Michigan 






bian dealer helps and display material. 





Hardware dealers who handle the guaranteed 
Columbian Tape-Marked Rope agree with Mr. 
Hoffman. Years of selling experience have proven 
to them that Columbian is the trouble free and 
profitable rope to handle. Their customers ask for 
the rope with the red, white and blue marker yarns. 


Many dealers have built up an excellent rope 
business by stocking Columbian exclusively. Its 
high quality is appreciated by all classes of users. 
Columbian has satisfied them by keeping pace 
with the times. Hence, you will find in Columbian 
the most flexible rope on the market, regardless of 
how wet it becomes. It is a leader in waterproofing. 
It does not kink and is perfectly balanced. 











In fact, Columbian possesses every feature the 
user has always hoped for, including an extra long 
life of dependable, every-ready service. 


COLUMBIAN ROPE COMPANY 


352-80 Genesee Street 
Auburn, “The Cordage City”, N. Y. 


Branches: New York Chicago Boston New Orleans 


BOLUMBIAN sc:ROPE 
tea PURE MANILA 
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Using COLUMBIAN 
display material to 
good advantage. 
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Backed by, Aes 
LONG EXPERIENCE ae 

Zar Panther and Dragon Friction and 

i” a Rubber Tapes are outstanding 

a ial b 

gs tz ‘3  2mong commercial tapes because 

S »SD ~ they are backed by the reputation 

ae x ee and experience of the Okonite Com- 

eres pris eer pany, for over half a century a 














leader in the insulation field. This 






accounts for such features as longer 






life, greater tensile strength and ad- 






hesiveness, distinctive green cores, 
and for the Cellophane wrapping 







sealed around each roll. 
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HAZARD INSULATED WIRE WORKS 


Division of 


THE OKONITE COMPANY 


Factories: Wilkes-Barre, Pa. Passaic, N. J. 
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STANLEY shows 


THE GOVERNMENT says to 


the prospective home builder... 


‘Build now. You can have 20 years to 
pay. For a modest monthly payment 
which probably will not exceed your 
present rent you can have the greatest of 
all possessions . . a home of your own.” 





STANLEY says to the same pro- 
spective home builder... 


“*It will be yours in 20 years. What will 
it be like when you make your last pay- 
ment? It will be either an attractive, 
permanent, livable home or it will be 
in pieces. Your selection of mater- 
ials now will determine the answer.” 








@ THE MOST POWERFUL SELLING STORY 
EVER OFFERED THE HARDWARE TRADE TO 
HELP YOU SELL BETTER QUALITY HARDWARE 
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AGE 


FOR THE HOMEE 








you the way..... 


hardjyware 


HERE ARE THE COMPLETE 
DETAILS OF THE PROGRAM 


~~ 
/ 


9 Forceful advertisements to your customers TALKING « neqne ae 


. the 
POR YER BENETIT 


Starting right now is a series of constructive advertise- 
ments in the magazines read by architects, builders and 
contractors. 

Advertisements in Better Homes and Gardens and 
American Home will carry the story to hundreds of thou- 
sands of individuals who are planning to build a new 
home or modernize an old one. 

2) A selling booklet - -“Decide NOW What Your Home 

Will Be Like The keynote of the whole program, 
this 32 page booklet is timely. It presents in a forceful 
manner the reasons why better quality hardware—better 
quality materials in general — are essential under the 
new building conditions. 

The booklet will be offered in every advertisement. 
You should have a copy for yourself. Once you read it 











you will want to distribute copies to every prospective ' 

home builder in your locality. inane ne 

3) Striking display for your window or inside your | a are | 
store Designed to help you convince present and \\ ve | 

prospective home owners to use Stanley Hardware as \\ \\ 3 


well as all other quality materials you have to recom- 
mend. It tells its story dramatically and convincingly. A 
powerful window dispiay can be built around this piece. 
It is the companion piece to the booklet described above. 





Size: 22”x32" Full colore 


THE STANLEY WORKS, New Britain, Conn. 


THE STANLEY WORKS 


Fill out this coupon and secure for yourself the material which will a aa rage ee 
permit you to take full advantage of this broad, constructive ; a a ak ee 
program directed at everyone who plans to build or modernize. : 


Booklets Window Displa 
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RUBBERSET 


TRADE MARK 


IS SET IN RUBBER 
BUT NO OTHER SET- 
IN-RUBBER BRUSH IS 


a RUBBERSET 


TRADE MARK 








TYPICAL of the simplified lines of Rubberset 
Paint Brushes that offeryou faster turnover 
and new profit opportunities. RUBBERSET 
is the name your customers know means 
Quality in Paint Brushes. And they offer 
you faster turnover and greater profits. 
See the whole line... and compare! Ask 
your wholesaler or write direct. 


HARDWARE AGE 


























MAKE MONEY 


ON PAINT BRUSHES! 


RUBBERSET answers the Question 
of Profits from Paint Brushes 


} evade it true that your profits from paint 
brushes have been low largely because 
of unnecessary duplication of stock and 
slow turnover? 


RUBBERSET is helping you put paint 
brushes on a dollars and cents profit basis. 
You know the name Rubberset has long 
meant high quality in paint brushes. Now: 


(1 ) Rubberset has modified its catalog line 
by half...and still there is a Rubberset Paint 
Brush for every paint job! The perfect brush 
for the perfect job. 


(2) Rubberset enables you to carry a smaller 
stock complete for every need .. . make a 
smaller investment ... and enjoy a faster 
turnover and hence greater profits. 


(3) Rubberset offers a complete line of 
utility household paint brushes . . . each an 
unusual value that you can sell at a profit. 


(4) Rubberset is advertising to the painter 
and decorator market... helping you to sell 
better brushes that pay you the largest profit. 


Special Opportunity Right Now! 


The government’s program of building and 
modernization is bringing about the spend- 
ing of millions of dollars right now for paints 
and paint brushes. 

Take advantage of this unusual oppor- 
tunity. Make it mean money for you... by 
tying-in with displays in your windows and 
on your store counters. 

But make sure the paint brushes you dis- 
play are brushes that will do the best job... 
brushes you can safely recommend... Rubber- 
set Paint Brushes. And they’re brushes that 
pay you a generous profit! 

Ask your wholesaler about the new line of 
genuine Rubberset Paint Brushes... the only 
brushes made by the original Rubberset 
method, everywhere imitated but unequaled. 
Or, write to us for the name of your nearest 
distributor and your copy of the 1935 catalog 
and price list. 

There’s money for hardware dealers in 
Rubberset Paint Brushes. Get your share! See 
your wholesaler, or write us, TODAY! 


RUBBERSET COMPANY 


TRADE-MARK 


75 WEST STREET...NEW YORK, N.Y. 
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4 THE CUSTOMER KNOWS KEEN KUTTER. You have his 
confidence at the start in offering goods that carry the K. K. 
trademark. A 70-year-old reputation for fine hardware is a 
powerful help to you in making the sale. 


2 QUALITIES THAT CONVINCE THE CUSTOMER ON IN- 
SPECTION. Keen Kutter's greater eye appeal makes it easier 


Send Coupon to sell. The straight-grain, selected northern ash waxed and 
for New Win- 
ne nae 


ai dow Display polished handles, the sturdy steel tines and blades, the correct 
nye in 6 Colors to P . 

5° Help You Sell weight and easy balance of the tool in hand, prove upon ex- 
= = _ amination that Keen Kutter quality is in every detail of material 


and construction. 


PRICES THAT MAKE THE CUSTOMER DECIDE TO BUY. 
Your customers will recognize that Keen Kutter prices are low 


We want to get the benefit of Keen Kuiter promo- for the quality put into this famous line of steel goods. 
tion on Steel Goods. Give us further information to- 


gether with a copy of tie new window display card. It is more profitable for you to sell Keen Kutter Steel Goods 
because Keen Kutter is a line THAT SELLS. 


i\ 


SIMMONS HARDWARE COMPANY, St. Louis, Mo. 


Firm Name 


Address SIMMONS HARDWARE CO. « ST. LOUIS, MO. 


"The Recollection of QUALITY Remains Long After the PRICE is Forgotten” 
Signature —E£. C. SIMMONS 
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YOU WOULDN'T SELL A RAZOR WITHOUT BLADES! 









This is the fiber 
jacket which 






helps you to 
make sales. 
An exclusive fea- 
ture with Gold 
Stripe Brushes. 







FREE TO GOLD STRIPE DEALERS 


Here is a sure-fire salesman for your counter. Dis- 
play stand, made entirely of metal. Almost three 
feet high, affording complete display of entire line. 


S@npep St REF & 
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F A MAN bought a razor from 
I you, you'd naturally advise 
him of the best blades to use with it. And 
you'd probably sell blades. If a man buys 
paint from you, that’s your opportunity 
to make brush sales. 

When you sell Gold Stripe Brushes, you 
have more to talk about than an ordinary 
paint brush. Before you even get inside 
the black jacket with the gold stripe, 
there’s a selling story every painter, ama- 
teur or professional, will appreciate. 

The jacket is made of a special fiber. 
It has protected the bristles up to the time 
of sale. Properly used, it helps keep the 
brush clean . . . guards bristles during their 
lifetime . . . and makes that lifetime longer. 

As to the brush itself, it is made with 
full knowledge of paint application. Per- 
fectly balanced for greatest ease and com- 
fort in work. There is a size and type for 
every kind of job, each designed as a fine 
tool. One of the exclusive developments 
first found in Gold Stripe Brushes is the 
clean, safe, riveted metal-bound brush, so 
much better than the nailed brush. 

Another fine talking-point is the dis- 
tinctive Gold Stripe on the handle and 
jacket. This, you may assure your cus- 
tomer, is a sign of uniformity and fine 
quality. A Gold Stripe Brush he buys for 
the most delicate sash work, will perform 
as well, and give as long service, as the 
one he buys for large, flat painting. 

Mail the coupon today, and find out 
how Gold Stripe Brushes can build up 
profits for you. Our proposition is sure to. 
be of interest to every dealer. 


BRUS HE S§5 


PrtrtssurcH PLATE Grass Company, Brush Division, Dept. HA-3, Baltimore, Md. 
I’m interested in your Dealer Proposition. Please send full information. 








PLATE GLASS COMPANY [iis 
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MYERS JUNIOR FOUR ROW 
ENGINE POWER SPRAYER 


FIG. 2798 





MYERS FOUR ROW TRACTION 
POWER SPRAYER 
FIG. 2786 








MYERS JUNIOR FOUR ROW 
TRACTION POWER SPRAYER 
FIG. 2787 


MYERS DU-ALL FOUR, SIX OR EIGHT 
ROW TRACTOR-DRIVEN SPRAYER 
FIG. 2735 
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PUMPS-WATER SYSTEMS-HAY TOOLS -DOOR HANGERS 
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SPRAYWIER 















SAND, DUST- SENIOR 
and DIRT PROOF yg 
“SER - -*Four or 


Six Rows 








for Spraying Row or Field 
Crops, Orchards or Trees, Vines or 


Shrubbery, Alfalfa or Weeds . .°. 


yw signs point to a big market for Myers Power Sprayers during the 
months ahead. 


Commercial orchardists, row crop growers, farmers and others who 
have fruit trees, plants and vegetables to spray, will need an endless array 
of spraying equipment this year. 

Myers Power Sprayers, Booms, Guns, Extensions, Nozzles and Acces- 
sories—quality built, time tested and proven—with new features to fur- 


ther economy and improve efficiency-—have earned a national 
acceptance that will make sales easier than ever during 1935. 


If you have not as yet received a copy of the new Myers Spray 
Pump Catalog, No. SP35, write for it today, and get ready to sell 
this complete and well established line with profit and 
satisfaction. 


Tm F.E.MYERS & BRO.<¢9. 

ASHLAND, OHIO. 
{7 Tak Hat=; 
i myens.& 
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CONTROLLED 


T M | \ 
PURE ZINC 


\FINE GRAINED IRON =” ZINC ALLOY 


COPPER BEARING STEEL WIRE 





DUAL-PROTECTION 





GIVES FENCE 


ALL CLIMATE FENCE 


DUALIZED GALVANIZING means controlled galvaniz- Yes, your trade will buy DUALIZED ALL-CLIMATE 


FENCE, This brand of fence is destined to attain 


ing! Look at the actual photo-micrograph above. This national leadership in a highly competitive field. Enjoy 
patented process of galvanizing, used exclusively by STER- : real —_ business this year with the aye in of 

7 : : . : nowing that you are giving your customers the best 
LING, gives copper-bearing steel wire a combination of fence semey can.puy. Write to Department 30 for 
surfaces that are forced into a compact outside surface of full information. 


pure zinc that balks rust and resists corrosion. All metal 
impurities, including *iron zinc alloy, are held in check next 
to the wire, and are completely covered by a heavy and 
smooth coating of pure zinc. Unlike the galvanizing on most 
ordinary fence wire, DUALIZED GALVANIZING pre- 
serves and gives much longer life to the wire than ordinary 
methods of galvanizing. 


*Iron zinc alloy is a heavy and brittle metal found in all galvanizing. 
In DUALIZED GALVANIZING this detrimental metal is reduced 
to the minimum, and is found only in the inner coating of zinc, and 
not on the outside surface. The outside surface of DUALIZED 
ALL-CLIMATE FENCE has pure zinc as a protection against the 
elements, which is known the world over as a most important factor 
in giving fence unlimited life. 





Other STERLING 
roducts ... Poultry 


Fence can be purchased under the provisions of the National Housing Act. 
etting, Hardware 
Cloth, Nails and Sta- 


ples, Barb Wire, Bale 
E Ties, Ornamental 
® Fence and Gates, 


Farm Gates, Smooth 


STERLING Since 1879 ILLINOIS Wire, Steel Posts. 
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SHEET A -_ be. CA 


Ms BU ad 


AMERICAN Steel Sheets are characterized by use of correct materials, properly processed 
by modern methods and experienced craftsmen, under skilled technical supervision. 
These products are adapted to all known uses and applications. Supplied in Black and 
Galvanized Sheets, Formed Roofing and Siding Products, Sheets for special purposes, 
Tin and Terne Plates — also US S High Tensile Steel Sheets, and U SS Stainless Steel 


Sheets and Light Plates. Sold by leading metal merchants. Write for latest literature. 


American Sheet and Tin Plate Company 


GENERAL OrfrFices: Frick Building, PittssurGu, Pa. 


STEEL SHEETS ALSO PRODUCED 
On the Pacific Coast by COLUMBIA STEEL COMPANY 


In the South by TENNESSEE COAL, IRON & RAILROAD Co. 
Birmingham, Ala. San Francisco, Calif. 


Export Distributor for above Companies — UNtTED STATES STEEL PRODUCTS COMPANY, Hudson Terminal Building, 30 Church Street, New York, N. Y. 


United Stale, Stal Ccypenitiin Mb tiliitios 
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WORLDS LARGEST MANUFACTURER OF FILES 
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HARD RUBBER 
MARBLE 
SHEET METAL 
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ps) 
Wele) >) Made after exhaustive tests and representative The Superior Brand Files of the Flexible Type 
of the latest development in Milled Tooth Files, are made for use with Special Handles on con- 
MOULDINGS Superior Brand Files give greater speed and cave and convex surfaces. Especially useful 
economy on many types of filing work. on automobile body work and other filing on 
Shearing the surface of metals rather than just sheet metal when it is necessary to finish 
ROL 5, plowing it off, the curved teeth of Superior curved surfaces. 
- 4 
Usa Brand Files have exactly the right rake and You can count on long and efficient service 


clearance to insure rapid, easy cutting. 


from Superior Brand Files. 


NICHOLSON FILE COMPANY 
PROVIDENCE, RHODE ISLAND, U.S. A. 
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.. AND ON THE STORE THAT FEATURES 
THE COMPLETE REMINGTON LINE 


ONEY IN YOUR POCKET! That’s 

what those broad smiles of satisfaction 
on customers’ faces mean. And they’re not hard to win 
if you have what customers want. 

In Remington you can offer your trade a complete line 
of arms and ammunition that has earned nation-wide 
customer confidence. “I’m going to buy my boy the same 
rifle my dad bought for me!” “Have you seen how Rem- 
ington cleaned up at all the small-bore shoots last year?”’ 
“Yes, and Remington shells are copping world’s records 
at skeet and at the traps.”” That’s the way you hear cus- 
tomers talking. And we’re not keeping quiet either. 

xible Type We've climbed up high and we're going to tell folks 
dles on con- about it. We’re going to advertise to nearly 10,000,000 
ally useful people a month during 1935! 

The Remington line is complete—metallics of all 
calibres, shot shells, rifles, shotguns, traps and tar- 
gets. And the finest custom-built line of shotguns 
made in America—Parker. It’s going to be a big 
Remington year. Stock the Remington line. Rem- 
ington Arms Company, Inc., Bridgeport, Conn. 


r filing on 
y to finish 


nt service 
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PAINT BRUSH 
BATH cerlainly 
sells fast 


Yes, and lots 
more women 
are buying 
DIC-A-DOO 
CLEANER 


Most of them 
are new 


customers 


from this 
counter 
container 


S THE SATURDAY 
EVENING POST 


— 





MORE advertising — over 27,000,000 messages this spring — 

will send customers into your store for DIC-A-DOO PAINT 

CLEANER and the new DIC-A-DOO PAINT BRUSH BATH. 
Six powerful national magazines will carry the story of these 

products into the homes of your customers and prospects. 
This advertising will increase your DIC-A-DOO business to 

every class of trade—housewives, building owners, painters, etc. 

Get your share of these profitable sales. 


pi Leg Ui plete 


HARDWARE AGE 





Ix pays to display and sell DIC-A-DOO 
CLEANER and DIC-A-DOO PAINT BRUSH 
BATH. 


We offer you: Products that arouse consumer 
enthusiasm and repeat calls; plus powerful ad- 
vertising support; plus a policy that protects 
your profits. 


Why pass up this opportunity or bother with 
inferior unadvertised substitutes? 

In Vy lb. and 11/4, lb. packages. * Also 

in 5 lb. cloth bags and 25 lb. pails for 


painters and industrial cleaning work. 


AS o. 2 


12 packages 11/4 lb. DIC-A-DOO CLEANER 
12 packages 2 Ib. DIC-A-DOO CLEANER 


24 packages DIC-A-DOO PAINT BRUSH BATH 
(In Display Carton) 


Free sample packages DIC-A-DOO CLEANER 
Display card for DIC-A-DOO CLEANER 


Order one or more No. 2 Assortments—Early 
(If your jobber hasn't it we'll tell you one nearby who has) 


The Patent Cereals Co. «+ Geneva, N. Y. 
New York Office—2 Hudson Street 
In Calif. c/o The Tweedy Co., 24 California St., San Francisco 
In Wash. & Ore.c/o Marsh & Co., 315 Bay Bidg., Seattle, Wash. 
Canada, 371 Wallace Avenue, Toronto 


PAINT 
CLEANER 
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oy fony Wa rele, 
paint brush bath 


Paste and Wall Size 


MAIL COUPON for FREE 
DISPLAY & ADVERTISING 
MATERIAL 


THE PATENT CEREALS CO. 
Dept.H-18, Geneva, N. Y. 
Send me at once, without charge, the following: 

00 New DIC-A-DOO Counter or Window Display 

(J Giant DIC-A-DOO Display Package 

Circulars 1 oz. Samples (How Many) 

Firm 
Street Address 
City 


Jobber’s Name 




















WILL KNOW ABOUT IT 


Nation-Wide 


NESCO, yc a5 ae ae 
WEEK 


Great magazines for May, reaching the buying power 
of the whole woman's field, carry our invitation to visit 
stores selling NESCO lines—Kerosene Stoves, Enameled, 
Japanned, Galvanized and Tin Ware. 









/ Fine Five-Burner Ivory and Green Range 


Twenty-three million women have been told that be- | Specially Priced for NESCO PRODUCTS 
tween May 6th and May 18th they will be offered RE- | WEEK, 1935. Built to answer every cook- 
DUCED PRICES on special items in all five NESCO lines. i 06 BA RE. ee So eee. 


Every woman wants one and for this sale .\ 
it is specially priced. 


As in previous “NESCO PRODUCTS WEEK” sales, there 
will be heavy response — increased profits. 


The Biggest Sales Promotion Plan in History -NESCO PRODUCTS WEEK 


— Ask your Jobber’s Salesman for Particulars 


—— 


Dealers who have experienced the profit possibilities of this annual event, look for- 
ward to it, stock up early, use the sales literature merchandising aids furnished them 
freely and well in advance—and what a chance is here for those merchants who do 
not now carry NESCO lines! There could be 
no more opportune time to start new lines 
that particularly interest housewives. 

By all means consult your Jobber's 
salesman. 


NATIONAL ENAMELING AND 
STAMPING COMPANY 


Executive Offices: 449 N. Twelfth Street, Milwaukee, Wisconsin 


Factories and Branches: BALTIMORE - MILWAUKEE - CHICAGO 
GRANITE CITY, ILL. - PHILADELPHIA - NEW ORLEANS 
NEW YORK 























KITCHEN BAKING 
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we the same flat paint pro- 


duces beautiful interiors and 
durable exteriors, that’s news! 

And to merchants looking for prod- 
ucts that make customers enthusiastic, 
it’s good news. 

This “flat” provides a finish worthy 
of the handsomest interior, a finish 
that satisfies the most particular crafts- 
man. It also provides such a tough pro- 
tective coating and seals so thorough- 
ly that it is ideal for exterior use on 
concrete, stucco, brick and stone. 

The secret of this step forward in 
flat paint is Dutch Boy Lead Mixing 
Oil. When added to its companion 
product, Dutch Boy White-Lead, it 
produces a finish with the character- 
istic beauty of a white-lead “flat” plus 
extraordinary durability. 

It is a tough finish ... one that, used 
outside, withstands the weather year 
after year; used inside, withstands 
washing again and again. It is also a 
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HERE'S A mage PAINT 


je DURABLE 





hard finish to soil permanently. Ink 
stains, pencil marks, finger smudges, 
grease and dirt can all be completely 
removed. 
Additional advantages: Easy to mix 
.. just add Lead Mixing Oil to white- 
lead. Levels out smooth and free from 
brushmarks. Requires no stippling. 





TEST IT THIS WAY... 





WhenaLead Mixing Oil job is thoroughly 
dry grind your heel against it. Then see the 
dirt wash off without a trace of damage. 














First National Bank, New Kensington, Pa. 

alls and ceilings painted with Dutch Boy 
W hite-Lead and Lead Mixing Oil by painting 
contractor Thomas Ormesher. Bank reports 
many favorable comments regarding job. Small 
picture shows rough stucco exterior of Salem 
(Oregon) Capital-Journal Building reed paint- 
ing contractor E. P. Reasor had applied two 
coats of Lead. Mixing Oil and white-lead. Owner 
writes in appreciation of fine appearance as 
well as water-proofing quality of the paint. 


Seals. Hides fire-cracks. And, like all 
white-lead paint, brushes easily and 
spreads far. 

Final advantage: With Dutch Boy 
Lead Mixing Oil your customer gets a 
white-lead “flat” at a definitely lower 
cost per gallon. 

Naturally, the demand for Lead 
Mixing Oil is developing rapidly. You 
will make no mistake in getting ready 
for the requirements of your trade 
by adding this product to your other 
Dutch Boy items. 

NATIONAL LEAD COMPANY 
111 Repotney New York; 116 Oak St., Buffalo; 
900 W. hh S., Chicago; 659 Freeman Ave.. 
Tocanen: 820 W. Superior Ave., Cleveland; 
722 Chestnut St., St. Louis, 2240 24th St., San 
Francisco; National-Boston Lead Co., 800 Albany 
Street, Boston; National Lead & Oil Co. of 


Penna., 316 Fourth Avenue, Pittsburgh; John T. 
Lewis & Bros. Co., Widener Bldg., Philadelphia. 
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New Savage “All-Purpose” Peep Sights now enlarge your market for the 
immensely popular Savage .22 Rifles. 

Whether a man prefers open sights or peep sights—you can satisfy his de- 
sires with a .22 Rifle that has the strong appeal of known Savage Quality 
at a remarkably low price. Furthermore, so interesting and attractive are 
the many combinations of the Savage All-Purpose Peep Sights that they 








will make many a new customer for the Savage .22. New SAVAGE 
In addition, all 4. models — 3, 4, 3-S and 4-S — are fitted with broad new beavertail for- 

ends. They provide a firmer grip and add to the “man’s size” appearance of the arms. All-Purpose 
Genuine walnut stocks, handsomely finished, top off the sales appeal in these fine .22 Rifles. Peep Sights 

By all means, ask your wholesaler to show you these Savage Models, and give you prices. Pp Sig 
SAVAGE ARMS CORPORATION, Dept. 1005, UTICA, N.Y. 18 sight combinations for tar- 


get and game shooting. Hood- 

ed ramp front sight has three 

interchangeable sighting posts. 

Hood is removable. Each post 

Model 3-S Single Shot .22 Rifle. New §q@ee can be —_- hooded or at 

All-Purpose Sights. To retail at en Se, Se ere 

has three different sized aper- 

ture openings, any one of which 

+ is available at a touch of the 
finger tip. 










Model 4-S Repeating .22 Rifle. 5-shot clip ud | > 
magazine. All-purpose Sights. To retail at 






OO Model 3 Single Shot .22 Rifle. Open $50 
Sights. To retail at 





Model 4 Repeating .22 Rifle. Open sy yr? 
Sights. To retail at 
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outlook is brighter 


Farmers are ready to buy improve- 
ments, and fence is one of the first 
needed. With this fact in mind 
we have arranged... 


A HUGE 15 UNIT SALES CAMPAIGN 


... to get more American Fence buyers for you J 


@ We are covering every good farm fence | 





More than 18,000,000 


prospect by every proven method... Farm 
Messages to Farmers 


Papers . . . Broadsides . . . Letter Enclo- 


sures. Many of these helps will carry our Every farm paper advertisement is devel- 


dealers’ imprint and be sent direct to farmers 
on their mailing lists. In fact, the plan is 
more complete than any we have ever before 


used for you. 


oped to produce actual inquiries from 
prospects who are interested in fence buy- 
ing. Every direct mail piece aims to develop 


these inquiries into sales for you. 


MERICAN STEEL & WIRE COMPANY 
208 SOUTH LASALLE STREET «+ + CHICAGO 
Offices in All Principal Cities 


VLA VED idl t rypuratiin heb yiuany 





canner 
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CAMBRIDGE, MASS. 
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Vlow és the time to make money 
SELLING GLASS 


@ Millions of dollars are being spent this 
spring on home modernization and repairs. 
There is a big market for glass for replace- 
ments. You can make money in your glass 
department by putting your glass out where 
customers can see it. Confer with your jobber’s 
salesman about your requirements. Let him help 
you keep an adequate, well-balanced stock on 


hand. Don’t forget that consistent national ad- 
vertising to hundreds of thousands of home 
owners is helping you sell glass that bears the 
L-O-F label. Furthermore, you protect your 
profit when you handle this fine glass because 
slower, more perfect annealing makes it less 
brittle and reduces breakage in cutting. 

Libbey-Owens-Ford Glass Company, Toledo. 


LIBBEY: OWENS: FORD 


a 


yo 


w) QUALITY GLASS 
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| So ciai EM UP TIGHT... 





UPSON NUTS CAN TARE IT.. w 3 


A husky shop man on the end of a three-foot wrench means nothing Ing a 


to the big nuts that Upson furnishes to industry—for rolling mill SJ 
machinery, heavy presses, bridge construction, locomotives, dam gates and other im- 
portant applications where failure of a large nut might have dangerous results and cause 
heavy investment losses. 

All Upson nuts 2% inch and larger are of the highest quality. They are forged from the 
finest steels obtainable and finished all over. They are made in a wide range of carbon and 
UPSON NUT DIVISION:++ CLEVELAND, OHIO alloy analyses. Their strength comes not only 

P from high grade material, but also from the 

Rep U blic Steel skill employed in controlling the grain flow 
during the upset forging. And careful tap- 

CORPORATIO N sping insures full, clean, true threads. Out- 
GENERAL OFFICES:+:YOUNGSTOWN, OHIO _ line your requirements and ask us to quote. 


MARCH 14, 1935 31 



























32 


ATKINS Feather-Weight 
No. 15 SILVER STEEL. 
Has aluminum mounting. 
Light yet stur: No. 16 
same with straig t Gewes 
handle. 


ATKINS 
sreet TROWELS 


Prepare for building and modernization 
activity with ATKINS SILVER STEEL 
TROWELS. Perfect balance and special 
aluminum or malleable iron mountings 
make ATKINS Plastering Trowels out- 
standing for smooth, easy handling... 
long, even wear. And you are assured 
of bigger profits through increased sales 
and ATKINS established policy of price 
protection. 








No. 3 Trowel. SIL- 

VER STEEL. Curved 

— Easy Grip 
tter: 


No. 5 Trowel. ‘ siL- 
VER STEEL Brown- 
ing. Tapered handle, 
natural finish. 


No. | Trowel. SIL- 

VER STEEL. Straight 

ndie, natural wood 

—, Malleable iron 
ng. 


No. 13 Trowel. Spe- VG 


cial Steel. Sanded, 
tapered handle. 





No. 12 Trowel. Shef- 
' fleld Steel. Straight 
> handle, sanded beech. 
Malleable castings. 


FREE 


Ask for free imprinted copies 
of ATKINS Trowel Books show- 
ing complete line—also stand 
to display Trowels, window 
trims and other sales helps. 


EC. ATKINS 4ND COMPANY 
INDIANAPOLIS, INDIANA 
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KLAMATH FALLS ORE 
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OUR STEADY, YEAR-AFTER-YEAR 









Peaches nearly 4,000,000 growers —about crop protection for fruit, vegetables, flowers, etc. 


DUTOX 


A non-arsenical insecticide that kills beetles and 
leaf eating insects—on vegetables, fruit and to- 
bacco. A fluorine compound—no lead or arsenic. 


LORO 


A new contact insecticide. Kills aphids and 
many other sucking insects—on flowers, 
vegetables, shrubs and other ornamentals. 
LORO « ins no nicotine—is non-staining. 





BORDEAUX MIXTURE 


A fungicide used to prevent potato blight, grape 
black rot, bitter rot and blotch on apples, and 
Seenil, 6 


ait 





GRASSELLI ARSENATE OF LEAD 


A dependable control for Codling Moth and 
many other chewing insects. For many years, 
preferred by growers for its high quality and 
uniformity. 


FLORAGARD 


A combined insecticide and fungicide for con- 
trol of insects and diseases on roses and other 
flowers. Easily applied—inconspicuous residues. 


NuREXFORM 


The Improved Lead Arsenate. An effective 
control for Codling Moth and many other 
chewing insects. STAYS in suspension. Won't 
clog screens or nozzles. Spreads evenly. 


OTHER GRASSELLI INSECTICIDES AND FUNGICIDES 


Blue Vitriol Garden Volck Lime Sulphur Solution Paradichlorobenzene 
Calcium Arsenate Kleen-O-Cil Manganar Sulforon 
Coposil Kleenup-Tar Oil Monohydrated Copper Sulphur 
Dry Lime Sulphur Emulsion Sulphate Sulphate of Nicotine 


Flake Zinc Sulphate 


Kleenup (Dormant Oil) 


Nursery Volck 





Zinc Chloride 


THE GRASSELLI CHEMICAL CO., Inc., CLEVELAND, OHIO 


Subsidiary of E. I. DuPont de Nemours & Co., Inc. 
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FOUR FACTS ABOUT 
BRONZE SCREENS 


Can’t rust 





1. 

2. Do not need patching 
3. Last years longer 

4. Save far more than 
their slight extra cost 


























Again this year Anaconda Bronze Wire for screens will be advertised 
“direct to the public in The Saturday Evening Post, Better Homes and Gardens 
and American Home. 

Again this year more people will buy bronze screening . . . for every year 
more people learn that the rusting kind costs far too much for repairs and 
replacements. 

So, this spring, be sure to carry an adequate stock of bronze screen cloth. 
And remember that most of your customers who buy it will expect it to 
stand up year after year. To assure maximum service in screen doors and 
other screens subject to rough handling, the wire should be of the standard 
gauge set by the U. S. Government, the A. S. T. M. and the Wire Screen 
Cloth Manufacturers’ Institute. It measures .0113’’ in diameter, and makes 
up into 16-mesh cloth which weighs not less than 15 Ibs. per 100 sq. ft. 

We suggest you order screening of Anaconda Bronze from your whole- 
saler now. We do not make screen cloth, but furnish Bronze Wire to 
leading screen cloth manufacturers. 


THE AMERICAN BRASS COMPANY 


General Offices: Waterbury, Conn. + Offices and Agencies in Principal Cities 


Anat dwoA CT C CNS 0 if x 
ANACONDA BRONZE 
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Westinghouse 


WILL ANNOUNCE THE 
MOST SENSATIONAL 


RETAIL MERCHANDISING IDEA | 
IN ELECTRIC FAN HISTORY 


Every fan dealer has been 
looking for THE idea 
that will boost quality 
fan sales. Westinghouse 
gives YOU this idea in 
1935. Everyone is going 
to say ““Why wasn’t this 
thought of before’ the 
second the sensational 
‘‘mystery”’ message is revealed on 
March 30th. You’ll be amazed at 
the simplicity of the plan and the 
tremendous profit-opportunity it 
opens up for you. Get in at the 
start. Ask your Westinghouse job- 
ber for a ‘‘peek’” TODAY. Hurry! 





THE 1935 PLAN BOOK NOW! ye 


S | G ® Only profit-wise dealers who sign the Westinghouse 
Fan contract now can capitalize fully on the startling 
N 0 W merchandising idea to be revealed on March 30. 


WESTINGHOUSE ELECTRIC & MANUFACTURING COMPANY 


Merchandising Division 


Mansfield, Ohio 
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Ameriean Hardware Manufacturers Association 
and 
Southern Hardware Jobbers Association 
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MIAMI BILTMORE HOTEL 
Miami. Florida 
‘Center of the Wintertime World ”’ 


Here’s to your Convention’s success, April 8, 9, 10 and 11... and your personal 
enjoyment of the “most amazing vacation ever conceived.” The Miami Biltmore 
schedule includes many extra courtesies for you. 


ADVANCE REGISTRATIONS ARE EXTRAORDINARILY HEAVY. MEMBERS ARE URGED TO 
MAKE THEIR CONVENTION RESERVATIONS AS EARLY AS POSSIBLE. WRITE OR WIRE 
DIRECT TO CONVENTION DEPARTMENT, MIAMI BILTMORE HOTEL, MIAMI, FLORIDA. 











Join the Sea-going delegates to the 


tld MIAMI CONVENTIO APRIL 870 11, 
po - S.S. IROQUOIS: ete ese Fast 


Return sailings from Miami every Saturday and Tuesday, arriving New York following Tuesday or Friday morning, 
respectively. Your special Convention fare ticket may, be used returning from Miami up to and including the sailing 


on April 30th. 


SPECIAL CONVENTION ROUND TRIP RATES 


New York to Miami and Return 


55 
SPECIAL NOTICE—Combination water-rail rates have ‘60% ‘58 
been obtained for this convention on the basis shown UP € 
here. You can sail both ways or take steamer one way BY iene 4 ONE-WAY STEAMER 
and railroad one way. BOTH WAYS ONE-WAY RAIL 


Tickets by steamer include meals and stateroom accommodations. 
Rail tickets do not include meals or Pullman berth on train. 


Superior accommodations at the following extra charges— ! 
per person—in each direction 


eR REE eT 


Outside rooms on saloon deck 
Outside rooms on promenade and boat decks ........... 
Outside rooms of preferred location and size 
Outside rooms with private toilet 
Outside rooms with private toilet and shower bath 
Rates for suites quoted upon application 


For reservations and further information apply 


CLYDE - MALLORY LINES 
New York—545 Fifth Ave., or Pier 34, Nelde River 
Philadelphia—1114 Lincoln-Liberty B 
Boston—50 Franklin St. 
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| Let these J pictures fell you 
eWHY ilmkote MOVES OFF 


DEALERS’ SHELVES SO FAST 








FROZEN TO 70° BELOW ZERO! HEATED TO 130°! ROLLED THROUGH FLAKE 


After being packed in dry ice for After 24 hours in an electric oven, TOBACCO! Not one particle—not 
days, FILMKOTE Cartridges gave the FILMKOTE Cartridges functioned one flake — adhered to FILMKOTE 

same superfine accuracy as under as smoothly and accurately as at Cartridges, to be carried into the 

normal conditions. normal temperatures. barrel of the gun. 


N° wonder Peters FILMKOTE broke sales 
records its first year on the market! No 





wonder its sales for 1935 are shooting ahead of 
1934! Thousands are switching to FILMKOTE 
—from the youngster who plinks at pests or 










vermin to the expert who perforates the bull’s- 






eye at 200 yards. A more accurate .22—that’s 
FILMKOTE! Fired out of the same barrel, from 
the same rest, it gave a 62% smaller grouping 












area than ordinary, grease-lubricated ammuni- 






tion. Cleaner, tidier, grease-free ... treated with 





an invisible lubricant (process patented) that 






keeps the rifle barrel prime at any temperature. 






Stock up on the cartridge that lubricates your 
sales!) THE PETERS CARTRIDGE COMPANY, 
Dept. C-22, KINGS MILLS, OHIO. 









@ The boys are overhauling their shotguns these 
days. And that outdoors preliminary means 
in-store action .. better check your stock of 


Peters VICTOR and HIGH-VELOCITY Shells! 


PETERS 


AMMUNITION YOU CAN SELL WITH CONFIDENCE 



























IS month, more than two million people 
pe read this high-powered advertisement on the 
Peters Ballistic Institute and its outstanding achieve- 
ments in the ammunition world. Thousands—your 
customers among them—will buy and try that in- 
visibly lubricated Peters FILMKOTE Cartridge. 
Make your store FILMKOTE headquarters! 


PETERS BALI 







an accuragy ¢ 


HANDGUN EXPERTS! 


This is the big “bl 





PUSH WITH PETERS 


... AND PULL THE MONEY IN! 


There’s never a lull in Peters Advertising—never any 
“closed seasons” on Peters Ammunition sales. Big 
“bleed” pages explode in the Country Gentleman 
regularly. The technical publications, the widely read 
outdoor periodicals, the top-cream farm journals— 
all are helping to shoot Peters sales up and up. Push 
with Peters . . . and pull the money in! 
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eed” page that pops out of March Country Gentleman to 


tell your customers about Peters FILMKOTE and the Peters Ballistic Institute 
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Paeienling @ NEW OPPORTUNITY: a 

ze) FENCE DEALERS. \| 
WUNG 

US FOR COMPLETE DETAILS | 


MARCH 14, 1935 


» of the advantages offered to all Conti- 
nental dealers is the fact that from a single 
source they can obtain a complete assortment of 
wire and sheet steel products. To the dealer this 
means a saving in freight, makes possible a lower 
inventory, and places you in position to offer 
your Customers a complete service. 

Continental Flame Sealed Fence made by a new 
and patented process is furnished in Pioneer, 
Champion, Diamond Mesh, and Ornamental 
styles. It will last years, longer than ordinary 
fence, and is a greater value per dollar for your 
customers. Each year Continental spends many 
thousands of dollars advertising this product, and 
dealers handling this line are constantly furnished 
with a large and varied assortment of selling 
helps, that greatly breaks down sales resistance 
and reminds customers of their fence needs; 


CONTINENTAL STEEL 


‘CORPORATION KOKOMO, oO 
































NO BLANK PAGES 


IN THE NORGE DEALER CALENDAR 


@ Norge dealer co-operation, Norge ad- 
vertising, Norge progress are mnever- 
ending. Like the waves on a stormbeaten 
coast, one surge follows another, and 
Norge dealers are constantly backed up 
with aggressive seasonal sales support. 


The mechanical superiority of Rollator 
Refrigeration has national consumer rec- 
ognition. Norge has long led the field in 
the modern beauty of its design, in con- 
venient appointments. Norge originates. 
And the customer who has “shopped 
around” always sees Plus Values in 
the Norge. 


Norge advertising is always planned to 
stop the reader and make him think; 
window displays pay the rent; sales plans 
inspire enthusiasm of salesmen to profit- 
able effort. 


With Norge there is no dull season— 
a sales plan for every month. And as 
evidence that they work, witness the 
Norge march of progress throughout the 
years ... its steady rise to prominence in 
the refrigeration field. 


As further assurance of year-around 
profits for the dealer, Norge now offers 


40 


a washer, an oil burner, an electric 
range, a gas range, a Broilator and an 
Aerolator air conditioner. 


Write, wire or phone for details of the 
Norge program/and line of products. 


NORGE CORPORATION 
Division of Borg-Warner Corp., 606-670 
E. Woodbridge St., Detroit, Michigan 


Norge Rollator Refrigeration « 
Norge Electric Washers « Broil- 
ator Stoves « Aerolator Air Condi- 
tioners e Whirlator Oil Burners 
e Norge Gas and Electric Ranges 
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- the latest word in modern design for displaying Bond's new self-selling 
packaged merchandise in your store—one of the many ways Bond will this 
year help you secure the maximum turnover and profit on the new Bond line. 
Glass all around, chromium trimmed, this cabinet of three separable display 
cases, 5 feet high, takes but 28” x 18” of floor space. It's a complete flashlight 
and battery department always in sight to customers and clerks. Easy access 
to goods for clerks, yet safe against improper removal of goods, and provides 
for quick, easy inventory. Best of all, the Bond Island Display is the most effective 
and compelling means of displaying and selling your new 


Bond Flashlights and Batteries 


with the overwhelming eye and buy appeal of their 1935 display packages. 





You can obtain your Island Display through your jobber in combination with your order for 
Bond Merchandise. For complete information, telephone the jobber or write us. 


The new Bond Flashlights include a complete line in all price ranges, but all embody top 
quality in their class. Towering above all competition, the line is capped by new ideas and 
products not available elsewhere—items that carry the whole line with them. 


The new catalog shows all. Use the coupon for your copy and "Island" Display proposition. 


BOND ELECTRIC CORPORATION 


257 CORNELISON AVE., JERSEY CITY, N.J. 
BRANCHES AND WAREHOUSES CONVENIENTLY LOCATED 


Send new catalog and “Island” Display proposition. 


USE | Your Name ... 
THE Address 


IS ass ecu Sot ors beret an Atiereraig ea sathio a giara a oa Aide rae a eae eae oe aie pains ea eae 
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WOOSTER SAMPLER TABLE-TOP 
REFILL DEALS 
A combination plan including both 
table-top display and simplified fill-in 
stock. A profit-maker for the dealer. 





WOOSTER SAMPLER SWINGING DISPLAY 


A simple, efficient brush merchandising plan 
for dealers. A selling system, a practical dis- 
play and stockkeeping plan, all in one. Sells 


better brushes and more of them. 





Because WOOSTER has given 
them practically every import- 
ant improvement in Brush his- 


tory during the last 84 years. 


* 


FOSS: An efficient, low tem- 
Ufsananreco ? 

“oanw perature setting which 
preserves the natural life of the 
bristles. 


A nickeled, steel ferrule 
brush with convex handle 
giving natural chisel to bristles 
without strips or nails. America’s 
most imitated brush . . . still exclu- 
sively Wooster. 





T A tackless brush with a 

(4% patented lock-bead that 
holds the bristles with a vise-like 
grip. Still the only one. 





A simple all-metal BRUSH- 

G KEEPER that seals the 
bristles air-tight . . . an exclusive 
Wooster feature. 


A brush name and trade- 
mark backed by national 
advertising . . . and the only 
one. 


WOOSTER & BRUSHES 


The Wooster Brush Co., 


Wooster, Ohio MS Soe on Bre i elected 
Please send me full details of your 
Sampler Brush Selling System. Re Pere eer eee 
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/f 
A SHERWIN-WILLIAMS DEALER 


Uot THIS AD FOR US 


“Would you really like to know why we put in 
the Sherwin-Williams Line? Well, really and 
truly, it is this way; here are the facts: We de- 
cided to put in paints. The news, it seems, was 
circulated by traveling men, and paint men 
began to call on us. The first one was a local 
concern who came to see us, showing his line, 
telling the advantages of being near us, but said, 
‘Our paint is as good as Sherwin-Williams.’ 


“The second salesman called, went through his 
line about the same way, and said, ‘Our paint is 
as good as Sherwin-Williams Paint.’ 


“The third paint salesman, representing a pretty 
good-sized manufacturer, said, ‘Well, our paint 
is just as good as Sherwin-Williams.’ 


“All in all, five paint representatives of different 
concerns called to see us and every one of them 
mentioned Sherwin-Williams. Therefore, one 
of the clerks in our store said: ‘Why not get 
that Sherwin-Williams line; every paint repre- 
sentative who called here has mentioned them 
as the standard, saying their products were as 
good as Sherwin-Williams, but none have said 
their products were any better.’ 





*THE FAITH OF MILLIONS -® 


“At the suggestion of this clerk we wrote The 
Sherwin-Williams Co., for their proposition, 
and their representative called. This was some 
ten or more years ago, and since that time we 
have put in the Sherwin-Williams line in eight 
of our other stores, and this clerk, who made 
the suggestion, is the manager of one of those 
stores, as a partial result of suggesting to us the 
standard line—Sherwin- Williams.” 


NOTE: The above is an extract from a letter written 
to The Sherwin-Williams Co. byaSherwin-Williams 
dealer years ago. Every word of it applies today— 
perhaps more so. Why not handle the paint line 
that has always been the outstanding leader—and 
today enjoys a 4 to 1 consumer preference over its 
nearest rival? Are you interested? Write The 
Sherwin-Williams Co., Dept. 609, Cleveland, Ohio. 


SHERWIN-WILLIAMS PAINTS 


PAINTS e 


VARNISHES e@ 
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SHOW HOUSEWIVES HOW TO GET PERFECT ROASTS 


and make money yourself 


NEW TAYLOR ROAST 





MEAT THERMOMETER 











VAST MEAT THERMOMETER 


1.50 if: 


Roast Meat Thermometer Display (at top) 
lithographed in six colors for your counter or 
wall . . . leaflets for your customers . . . and (in 
U.S. only) a sticker for your window... all 
FREE on request with your order to.your Tay- 
lor wholesaler. 


4 










OU will lose extra sales and profits this month 
if you do not display and sell this New 
Thermometer. 

It’s the Taylor Roast Meat Thermometer. The 
most helpful and practical thermometer ever 
made. An instrument, selling for only $1.50, that 
ends a housewife’s worry and anxiety about cook- 
ing roast meat. For it tells accurately when a roast 
is “Rare”—-“‘Medium”—or “Well Done.” 

Thousands of women have already bought 
them. In March thousands more will buy. Taylor 
National Advertising will help that. Your own 
display and selling effort should do the rest. Get 
a stock from your wholesaler. A counter card 
lithographed in 6 colors, a sticker for your window 
and 50 descriptive leaflets for distribution among 
wives and mothers in your locality come FREE 
on request with your order. Place order with your 
Taylor wholesaler now. Make a drive for this 


thermometer business in March. Order today. 


Taylor Instrument Companies 


ROCHESTER, N. Y., OR TORONTO, CANADA 
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IT COSTS NO MORE TO FEED A GOOD COW 
THAN IT DOES A POOR ONE! 


By E. B. GALLAHER 
Editor, Clover Business Service 
Treasurer, Clover Mfg. Co. 


I YOU ARE NOT GETTING TURNOVER—f you are not making money on 
your stock of Coated Abrasive Materials—it is a safe bet you are not stocking the 
Clover Color-Stripe line! 






ow’, Practically every hardware dealer in the country 


eS BO sf 4 t- prefers to handle Clover products on an equal price basis, 
7 DN * 


because he knows that any goods bearing the Clover 
trade mark are uniformly right in quality—always have 
been right, and firmly believes they always will be right— 
and because there is no question about his being able to 





satisfy his customers. 


I know this latter is true, because I have had hundreds of dealers tell me person- 


ally that they didn’t know how good Sandpaper and Emery Cloth could be until they had 





sold the Clover line. 


I will gladly send you a sheet, and if you will compare it with the best you have 
ever seen, I’ll miss my guess if you don’t agree with me that it is superior to anything you 


have ever had. 


And, don’t forget, this perfect quality product will certainly cost no more, and 
will likely cost you less, than the ordinary kind. 


You might as well have the best—you know the old saying: “It costs no more to 
feed a good cow than it does a poor one!’’—the same thing applies to 
Abrasive Papers and Cloths—there is nothing better that can be pro- 
duced than the Clover Color-Stripe line—and prices are always right. 


Won’t you mail the coupon and allow me, through you, to 





prove my assertions? 





E. B. GALLAHER: 
Clover Mfg. Co., Norwalk, Conn. 
You may send me, without obligation, samples of: 


Clover Manufacturing Company 
NORWALK, CONN,, U. S. A. 





_|Green-Stripe Sandpaper. 
_|Red-Stripe Turkish Emery Cloth—for polishing. 


Yellow-Stripe Aluminous Oxide Cloth—for cutting 
_|hard metals. The universal shop abrasive. 


SANDPAPERS =| Orange-Stripe Garnet Paper—for woodworking. 
Orange-Stripe Garnet Cloth. 


METAL-CUTTING PAPERS AND CLOTHS = 7 Clover Grease-Mixed Grinding Compound. 
WOODWORKING PAPERS AND CLOTHS Clover Water-Mixed Valve-Grinding Compound. 


























Name 


CLover GRINDING AND LapPpING CoMPOUNDS Address 


Character of Business 
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Even Salt Air 
Cannot RUST 


Cortland Bronze 





ORE and more home owners are 
investing in Cortland Bronze 
Screen Wire Cloth which costs more 
than ordinary wire cloth, but re- 
turns the “difference” over and over 
in added service. 


Satisfied customers have written 
us that their Cortland Bronze Win- 
dow Screens were still in good con- 
dition after 15 to 20 years service. 














Cortland Bronze Wire Cloth 
Is Absolutely RUSTLESS 
Under All Weather Conditions 


Produced from a special alloy of 90% Copper and 10% Zine. 
The Zinc provides the required tensile strength and resists corro- 
sion. Used in the finest homes. Cortland Bronze Screen Wire 


Cloth is 
Now Shipped in Strong Not Af fected by Salt Air, 


Individual Roll Fibre in 
Cartons Acids or Gases 


Only full gauge best quality wire is used. We 
control every operation from raw material to 
finished product. Our 60 years experience and 
reputation are your safeguard in buying. 


All grades of our Screen Wire Cloth are 
made to comply with specifications adopted 
by the Bureau of Standards, Department of 
Commerce, SPR 122-31. 


STEEL PRODUCTS 
NATURAL GAS now used in our furnaces 
produces very low sulphur steel which, 


together with a copper alloy, reduces 
corrosion, 


Ask your Jobber to supply you. 


Our Other Brands Screen 
loth 


is a Cortland Black Enameled 
E re : | Cortland Gray-Wick 


BROT 
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Cortland Ultra Premier 
Cortland Copper 
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The 


Complete 

Line Of 
Rim Fire 

Ammunition 


type of .22 car 











The Western line includes every 
tridge. With this line in stock you ll never have 
to say, “Sorry, I haven’t that type of cartridge,” 
because you'll have it and make the sales! 


For the fellow who wants super-performance on 
small game and pests, with extra protection for 
his rifle, there’s the smokeless Super-X Long 
Range .22! Thunderbolt shock—plus Western's 
new, invisible wax coating on the Lubaloy bullet. 


For those who want 4 standard velocity smoke- 


less .22 at a moderate price, Western has it— 


furnished two ways: with Lubaloy-coated bullet 


or lead lubricated bullet. 
bove are furnished in 


All cartridges listed a 
Short, Long and Long Rifle. 

For the target shooter who demands accuracy 
above everything else there’s Super-Match—the 
world’s most accurate 22 Long Rifle. And for 
those who prefer Lesmok powder, the Marks- 
man .22 Long Rifle. 


For safer indoor OF gallery shooting, there’s the 


Kant-Splash .22 Short. No ricochets. The bullet 
becomes merely 4 puff of dust when it strikes! 


The Western center fire and shot shell lines are 
just as complete as the rim fire line. Stock the 
complete Western line! You'll sell more ammu- 


nition! You'll make more money. 


WESTERN CARTRIDGE COMPANY 


Dept. D-55, East Alton, Illinois 
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World's Champion Ammunition 


PRINTED in U.S. A. 


High Velocity 
SUPER-X LONG RANGE 
LUBALOY COATED BULLET 


a 
| ad 
| | 
| ay! 
.22 SHORT 22 LONG .22 LONG RIFLE 


All sizes furnished with Solid oF Hollow-point bullets 
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> oy } 
SHOR? i. ! 
+22 LONG i > 
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RIFLE 


Standard Velocity 22 7 


LEAD LUBRICATED BULLET 
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.22 SHORT .22 LONG RIFLE 
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THE LEADER IN 
AMMUNITION 
DEVELOPMENT 





ERE is the most deadly police pistol car- 

tridge ever developed—the new Super-X 
.38 Special—with metal- pointed, conical, 
METAL-PIERCING bullet! 
Certified tests show penetration unheard of 
before! Fired at the rear of an automobile 50 
yards away the bullets penetrated the steel 
body, springs and upholstering of both the 
rear and front seats, and kept on going! In 
another test the bullets penetrated not only 
one but TWO bullet-proof vests of the type 
ordinarily worn by criminals. A section of 
mesh automobile armor offered little more 
resistance. 
Tell your local authorities about this deadly, 
accurate ammunition. Supply them. Squad car 
officers, motorcycle police and all peace 
officers will want it. 


The Super-X .38 Special cartridge with 
Metal-Piercing bullet will be distributed 
through Western jobbers and dealers with 
the understanding that its sale should be 
restricted to law enforcement agencies. 


WESTERN CARTRIDGE COMPANY 
Dept. D-55, East Alton, Illinois 
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| chandisers 


Let’s have your inquiries! Give us the name of 

your nearest jobber and we'll have a represent- 

ative call with samples of these striking new 
Star Brush Merchandisers. 


MARCH 14, 1935 


DE LUXE 
ASSORTMENT No. 3 


3 5-6 Dozen Varnish and Wall Brushes 


DE LUXE 
ASSORTMENT No. 4 


Same display as No. 3, but containing 
brushes with heavier and longer bristles 


A BRAND NEW IDEA IN 

BRUSH MERCHANDISING 
GUARANTEEING A 
PROFIT OF 50% 


THE 1935 way to sell paint brushes .. . more paint brushes! And it 
was planned and designed from beginning to end for your outlet 

. the hardware store. 

You buy your entire brush stock and displays in one deal...a 
compact set of four colorful and eye-appealing counter merchan- 
disers holding a condensed but complete paint brush line, limited 
to the most popular sizes and styles—from 1," to 4”, retailing from 
10¢ to $1.00. Refills can be made from open stock. It gives you 
all the advantages by eliminating chance for duplication and 
insuring quick turnover. 


STAR BRUSH MANUFACTURING CO., INC. 
Hunters Point Ave. and Manley St., Long Island City, N. Y. 

















Manufactured by the Monad Paint & Varnish Co., Philadelphia, Pa. 


e Because of Price 
e Because of not having the color wanted 
e@ Because of not having the kind of Paint wanted 


e@ Because of not having the quantity wanted 


Your Stock is always complete with this New Patented System 


of stocking and selling PAINTS. 


MEETS MAIL ORDER COMPETITION ON FIRST GRADE 
PAINT—Retails at $2.55 a Gallon in fives. 


BRINGS VOLUME BUSINESS which now Goes to the Mail 
Order House! 





> Write for details < 


THE GEO. WORTHINGTON COMPANY 
1829 CLEVELAND, OHIO 1935 
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No. 435. Osborn No. 401. Osborn No. 444. Osborn No. 456. Osborn 
Wall Paint Flat Varnish Flat Varnish Oval Sash Tool. 
Brush. Pure Brush. Triple Brush. Black Black Chinese 
black Chinese thick Black Chinese’ Bristle, Bristle, vulcan- 
bristle. Vulcan. Chinese Bristle, vulcanized in ized in rubber. 
q ized in rubber. vulcanized in rubber. Eight Twelve sizes 
ry Five sizes from rubber. Seven sizes from %” from ™%” to 
é 3” to 5S” wide. sizes from 1” to to 4” wide. 1%” wide. 
& 4” wide. 





‘OSBORN ‘ 














Amateur painters NEED brushes that are 
extra-good ... experienced painters KNOW 
them when they see them. You appeal to 
BOTH groups when you feature in your 
windows and on your counter OSBORN 
Paint and Varnish Brushes. 





CeO Be 


JHE OSBORN MANUFALTURING LOMPANY 


5401 Hamilton Avenue Cleveland, Ohio 


Sales Branches: New York—Detroit—Chicag San Fr 
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FOR 16 YEARS A FEATURE OF THE 
HAMILTON BEACH 


All the experience gained in 16 years of building b eating-sweeping-suction cleaners is embodied in the 
New Hamilton Beach. And with the Hamilton Beach line you can build your re-sale plan to fit your 
own particular set-up. The No. 10 Model, a really deluxe cleaner, carries an unusually liberal mar- 
gin for sales promotion. The No. 8 Model is a quality cleaner at a low price that makes profitable 
over-the-counter sales. The Hand Cleaner enables you to make two sales to one customer—or can 
be offered free in exchange for an old cleaner taken in trade ona No. 10 sale. These three cleaners 
meet every requirement for any type of merchandising plan you use. 


MORE EXTENSIVE NATIONAL ADVERTISING 


We are advertising the outstanding selling features of Hamilton Beach cleaners in leading magazines. 
Good Housekeeping, The Saturday Evening Post, American Magazine, Better Homes and Gardens and 
American Home will carry the Hamilton Beach story to your customers. Tell them where to buy 
through local newspaper advertising and window displays in your store. We furnish dealers with 
display material, folders and newspaper mats—free of charge. 


OUR POLICY PROTECTS YOUR PROFIT 


Hamilton Beach cleaners are sold through Wholesaler and Retailer. Vicious price cutting is 
eliminated. Every dealer has the same opportunity to make profitable sales. See these new 


cleaners now! Get behind this quality line that offers you effective re-sale helps and a 
liberal profit protected by a clean-cut policy. 







Order from your Wholesaler 
HAMILTON BEACH COMPANY, Racine, Wis. 





No. 10 MODEL No. 8 MODEL 


Allews a bigger margin for sales promo- 













An outstanding value in the low price field. 
tion and profit than ever before offered on A full size motor-driven beating-sweeping 
a quality cleaner retailing for the modest brush cleaner with unusually strong suc- 

price of $57.50. Its 2-speed motor. . . tion. It is light in weight—easy to oper- 
low speed for ordinary cleaning—high “a oe - Hamilt B : c 
speed for unusually difficult cleaning. . . h h - a i jon Beach quality 
and other improvements make the No. throughout. Retails for the amazingly 
10 a fast seller. It is exceptionally low price of $34.75—yet carries a lib- 
easy to handle and operate—has strik- eral margin for profit. The No. 8 has 
ing style and beauty. Cleans with proved to be a big seller cleaner in its 
beating-sweeping-suction action. price class. 


HAND CLEANER 


j AN 
Powerful suction. Carefully balanced H é _ TON 
for easy operation. Improved moth- ¥ BEACH 
preventive method approved by 
Good Housekeeping Institute. 
An established Hamilton Beach 
sales success. Retails at $13.50 
Attachments $3.00. 









NEW 
N°10 Model 


95730 


ATTACHMENTS 





No. 8 Model 
$34.75 


Cleaners 55" 
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“TRIPLE-ACTION” CLEANING 
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---and the most 
complete Flexible Flyer and 












Flexy-Racer lines ever offered 


The days of April Ist to April 20th at the New York Toy Fair will be red letter days for 
every man who is looking for new ideas that will bring him increased business and 
greater profits. 





So make it a point to attend this important exhibition—and at the same time be sure 
to visit the New York Show Room of S. L. Allen & Company, Inc., at Room 417, Fifth 
Avenue Building, where the most complete lines of Flexible Flyers and Fiexy Racers 
ever available await your inspection. 

Both lines offer prestige and profits. Both provide the last word in attractive design, 
scientific construction and exclusive sales features. 


SEE THE NEW STREAMLINE SLED—THE AIRLINE EAGLE! 
Inspect the complete assortment of special Airline Flexible Flyers! 





Look over the finest group of competitively priced sleds that we have éver offered. 








HARDWARE 
S. L. ALLEN & COMPANY, INC. JOBBERS 


Makers also of Planet Jr. Farm and Garden Implements The Toy Fair will dis- 


429 GLENWOOD AVENUE, PHILADELPHIA, PA. play many items that 
you cansell ata profit. 
If you're looking for 
new sales opportuni- 
ties...don't miss it! 






So— stop in at Room 417, Fifth Avenue Building, when you come 
to New York for the Toy Fair. We'll be glad to see you. You'll be 
glad you saw us! 



















































This Contest Extended to April 1, 1935 
Good Window Displays Will a 


$100 Cash: 











Tying in with the increasingly popular hobby of 
homeworkshops and homecraftsmanship and with the 
National Homeworkshop Guild’s Contest Hardware 
Age will conduct a window display contest devoted to 


Homeworkshop Tools and 
Equipment,Handicrafts,or Both 


Not only do you stand to win a prize, but you will increase your sales of homework- 
shop equipment and establish your store as headquarters for quality tools 


Seven Cash Awards as Follows: 
First Prize $35, Second Prize $25, Third Prize $15, 
Fourth Prize $10, Next Ghree Prizes $5 Each 


Any window pictures not winning a prize, but suitable for 
publication will be purchased at $3 each. 


RULES OF CONTEST 


All window pictures submitted become the property of; 
Harpware AcE and cannot be returned. 

Windows may be put in any time, but contest photos must 
be in Harpware AcE editorial offices not later than April 1, 
1935, to compete. 

There are no entry fees. In case of a tie, each contestant 
will receive the full amount of the award. 

The editorial staff of Harpware Ace are the sole judges 
and their decision will be final. 

Window displays must have appeared in a bona fide retail 
hardware store. 

Pictures should have the name of the window trimmer, store 
and address on the back. 

Glossy prints, 8 x 10, preferred, but all photos will be con- 
sidered on the merits of the display and not on photography. 

Contestants may submit as many photos as they wish. 

Pictures should be accompanied by a brief statement of the 
sales success the firm has had with tools and equipment ap- 
pealing to the homeworkshop hobbyist. 


Displays submitted for this contest may include: hand 
or power tools of any make; or articles made by local 
homeworkshop craftsmen or a combination of both. 

This contest is intended to stimulate the sale of all 
tools and related homeworkshop equipment through the 
retail hardware trade and is not restricted to the display 
of the products of any manufacturer or group of manu- 
facturers. 


A SUGGESTION 


While the merits of the display will be the factor in 
deciding the winners, contestants will find that profes- 
sional photographs, taken by time exposure at night, will 
show up the merchandise and display to better advantage 
than is possible by daytime pictures by amateurs. This 
is because night pictures eliminate the daytime reflec- 
tions from across the street. This suggestion is made to 
prevent discouraging results that do not do the displays 
justice. 


Mail all photos FLAT to the following address: 


CONTEST EDITOR HARDWARE AGE 


239 WEST 39th ST. NEW YORK, N. Y. 


HARDWARE AGE 
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UT...MY DEAH FELLOW...YOU DON’T AWSK 
EVERY CUSTOMER TO BUY LAMPS? 





Yes - «+ AND IN ONE MONTH IT DOUBLED 
HIS LAMP SALES... read this actual experience 


Here’s the way the proprietor of a hardware 
company in Portland, Oregon doubled his sales 
of Mazpa lamps in just one month’s time. 
He writes: 


“It is inside the store that we account for our 
largest volume of lamp sales. We always keep 
the Mazpa lamp merchandiser very near the 
cash register so that every customer is re- 
minded at least once of lamps. 


“During a recent lamp sales drive we also de- 
voted a three-by-five foot table, near the door, 


to another display so that we couldn’t miss a 
customer. 

‘Last, but by far the most important, it was 
intensive work on all customers that sold and 
will continue to sell lamps. We asked every cus- 
tomer to buy lamps . . . and we doubled our lamp 


sales in one month’s time.” 
< . = 


Try the three things mentioned in the box at 
the right. Remember that most important of 
all is to ask every customer, “How about some 
General Electric Mazpa lamps today?” 


GENERAL @ ELECTRIC 
MAZDA LAMPS 
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DO THESE 
3 THINGS 


Make customers STOP by 
using the G. E. Mazpa lamp 
window display. 


2 Make customers LOOK by 
using an effective counter 
display. 


3 Make customers LISTEN 
by asking them to buy G. E. 
AzDA lamps. 
If you don’t ask them, 
they can’t say ““ YES” 


















MAIL THIS COUPON FOR YOUR 
FREE COPY OF THIS BOOKLET 


A free 20-page booklet, 
“The New Story of See- 
ing,” tells many useful 
facts about light and see- 
ing... This booklet will 
help you boost lamp sales 
because it suggests means 
for selling... not merely 
lamps but lighting as pre- 
scribed by the Science of 
Seeing. 


Incandescent Lamp Dept. 166, HA-3 & 
General Electric Company, Nela Park, § 


Cleveland, Ohio. 


Please send me free copy of ‘The New © 
” 2 


Story of Seeing. 





NAME _§ 
FIRM way 4 
STREET __-§ 
CTF Fi STATE ..__-* ee 
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Cabinet Regular 
Special 
— es ll 
Electrician Machinist 





Genuine CHAMPION Screw Drivers 


May Be Hadin § 
Popular Selling Patterns 


HEY have been on the market 48 years. Their quality is estab- 

lished. They have withstood every test. Carpenters, cabinet 
makers, electricians, mechanics and home owners use and recommend 
them. The sectional cut shows why the blade cannot turn in the handle. 
It is shrunk into a solid malleable bolster. This bolster rests in a heavy 
ferrule. The tang (which forms a part of the bolster) enters and 
passes far into the handle and prevents the blade from turning in the 
handle. 


The blade is forged from toughest steel and perfectly tempered. 
The handle affords a firm, comfortable grip. Every blade is tested to 
split a screw head. Any of the five patterns shown above may be had 
in the sizes listed below. From the tiny 11 inch size to the giant 30 inch 
blade length. Packed 14 doz. in box. Always steady, profitable sellers. 


HARDWARE COMPANY 


Will Supply You. ee Catalog No. 11 
a Established 1854 sees 


TORRINGTON, CONN. 
New York Office, 151 Chambers St. 





Your Jobber Send For Tool 




















Length of Width of Dia. of Length Length of Width of Dia. of Length 

Blade Bit Blade Overall Blade Bit Blade Overall 
Inch Inch Inch Inch 2% Cabt&El] 3-16 8-16 6% 
1% Special 3-16 3-16 5% 3% ws 3-16 3-16 7% 
| % % 7% 4% i: 3-16 3-16 8% 
2% Regular 3-16 3-16 6% ase 5% * 3-16 3-16 9% 
3 7 3-16 3-16 6% 64% us 3-16 3-16 10% 
4 o % % 85% 8% ° 3-16 3-16 12% 
5 3 5-16 5-16 10% wooonnn 1046 = 3-16 3-16 14% 
6 “ 5-16 5-16 11% 12% 7 3-16 3-16 16% 
7 “ % 5% 13% 12 Mach. % % 21% 
8 « BQ 3% 14% 15 = % % 24% 
9 = 7-16 7-16 15% 18 - % % 28% 
10 ” 7-16 7-16 16% 24 ees % % 34% 
12 - 7-16 7-16 18% 30 ’ le Ie 40% 
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Just AMONG OURSELVES 


By CHARLES J. HEALE 
Editor, Hardware Age 


Gen. Wood Replies— 


In our last issue, I urged hard- 
ware men to protest against the 
reported, intended appointment of 
Gen. R. E. Wood, president of 
Sears, Roebuck & Co., Chicago, as 
NRA Administrator. This com- 
ment came to attention of Gen. 
Wood, whose letter is reproduced 
on this page. His answer is 
courteous and in accord with the 
opposition registered. Without 
comment I urge you to read this 
letter. 


The Cotillo Decision— 


Although the Weirton Steel case 
received major attention as “Ex- 
hibit A” among the obstacles in 
the path of organized labor’s ef- 
forts to grab control of business, 
the decision of N. Y. Supreme 
Court Judge Cotillo is the most 
significant development in NRA 
labor disputes as far as retailers 
are concerned. This decision 
banned the picketing of a retail 
store owned by Freed & Co., and 
essentially stopped efforts to put 
the retail business in the “closed 
shop” category. The decision has 
been appealed and may be re- 
versed. In fact it probably will 
be reversed — but if not it will 
serve as a most startling and in- 
teresting precedent. Judge Cotillo 
said the closed shop is suitable 
to such vocations as have “some 
degree of standardization, such as 
bricklayers, longshoremen and 
chauffeurs but that employment 
within the field of retail distribu- 
tion affords an opportunity for in- 
dividual enterprise possibly 
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k.E.WwoOoD 
PRESIDENT 


Ha: Age, 
259 West 59th Street, 
New York City. 


Dear Sir: 


28th. 





offered. 


tion or expenditure. 


trator of the N. R. A. 


Mr. Charles J. Heale, Editor, 
rdware 


I notice an editorial in your issue of February 


Newspaper reports that I was to be offered the 
post of Administrator of the N. R. A. were entirely incorrect. 
As a matter of fact, if it had been offered to me, I would 
never have accepted it, not only from personal reasons but 
because I think your viewpoint is entirely justified. 
at liberty to deny ungualifiedly first, that I am being con- 
sidered for the post, and second, that I would accept it, if 


Insofar as the chairmanship of the Advisory Committee 
is concerned, it has nothing whatever to do with merchandising, 
is a committee advisory only in the allocation of the funds 
in the new Bill, and has nothing to do with their administra- 


To conclude, I agree entirely with your statement 
"Independents don't expect the chains and mail order interests 
to be without representation in the §. R. A. picture but they 
don't want a leader from either competing group as the big 
boss in NW. R. A." I agree with you that it would not be proper 
for the head of Sears, Roebuck and Company to act as Adminis- 


Very truly yours, 


SEARS, ROEBUCK AND Co. 
EXECUTIVE OFFICES 
CHICAGO 


March 1, 1955. 


You are 


a, 








greater than any other craft. These 
talents which make for success and 
individual progress are elusive 
and yet real and demonstrable 
only under reasonable liberty of 
individual action. To compel the 
selection of tradespeople to de- 
pend upon the whim or rules of 
a labor union, as would be the 
case under a closed shop, would 
result in the strangulation of all 
effort on the part of such stores to 
develop and maintain an efficient 
organization for the purpose of 
satisfying the desires of the pur- 
chasing public.” This is a re- 
markable tribute to the men en- 
gaged in retailing and truly gives 


an orderly presentation of the op- 
portunities and importance of the 
retail salesman whom we incor- 
rectly call “clerk.” I hope Judge 
Cotillo’s decision is sustained in 
the higher courts for I do believe 
that success in the retail business 
will be hampered by standardiza- 
tion and doubt that the employees 
of retail stores would be material- 
ly aided by a unionization pro- 
gram. 


Minimum Wages— 


Remember that under unioni- 
zation a minimum wage is estab- 
(Continued on page 142) 
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We Beat the Sales}" 


The Governor was for it) The State) 
it Out. But we got consumers organ} jz 
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Points That Put the Consumer Behind Us 


The sales tax is an EXTRA bur- State stores will lose business to 
den. No assurance has been adjoining states, and to mail or- 
given that it will replace existing der houses. 


ek) iy 2 eee ae 





taxes. 
DANIEL BLOOMFIELD It is the result of official refusal 
to work for economy in govern- 
ment. 


bad 





As a tax on consumption it re- 
duces the standard of living of 
the average family. 













It falls hardest on those least able 
to bear it—those with incomes 


By Daniel Bloomfield under $2,000 a year, who buy 
Manager, Retail Trade Board 60.9% of all consumers’ goods. 


Boston, Mass. Where it is passed on it will be 
reflected in higher prices. 


~ = © we =? 8 SP ee FP ee A hl 


Where the tax cannot be passed 


ALES taxes have been put on, it will mean a real hardship - 
over because they have to thousands of small storekeep- 
sneaked up on us. Retailers ers struggling to make a living. 





have been, generally, both weak 
in organization and asleep at the 
switch. Selfish groups are never 
asleep, and they are well organ- 
ized. No wonder that, in state 
after state, merchants have made 
last-minute rallies against the sales 
tax impost and found it too late 
to do any good. 

The experience of Massachusetts 
in defeating sales tax legislation 
for several years offers an interest- 
ing and instructive example for 
other states which are now or soon 
will be engulfed in controversy 
over the sales tax issue. The sales 
tax may come later in Massa- 
chusetts, but only if the retailers 
and consumer groups of the state 
allow their offensive to weaken. 

If the merchants and the con- 
sumer groups which have been co- 
operating with them in the fight 
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stand firm, as they did last year 
and the year before, there will be 
no sales tax in Massachusetts. 


Aroused Consumers 


Here is how it was done. The 
Retail Trade Board of Boston 
sought the cooperation of leading 
consumer groups in the state in 
fighting the sales tax bills. It laid 
the situation before such groups 
frankly as a matter of mutual in- 
terest and protection. Using the 
arguments outlined elsewhere in 
this article, it was explained to the 
leaders of these groups, and later 
to their membership in a series of 
talks, that if the tax were passed 
on to the consumer by retailers 
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it would naturally result in higher 
prices; that the experience of 
states like New York, where food 
and clothing were exempted from 
the tax, resulted in such severe 
administrative difficulties and ex- 
pense of enforcement that no ex- 
emptions could be made; further- 
more, such exemptions meant a 
marked reduction in the revenue 
to be expected, thus making it 
necessary to raise the amount of 
the sales tax. 

On the other hand, if the re- 
tailer had to absorb part or all 
of the tax it meant real hardship 
to the thousands of small store- 
keepers struggling to make a liv- 
ing, especially those stores like 





Tax By a Strong Offensive 


Mayors Club wanted it. A Legislative Committee Voted 
ized and licked the Tax to a Frazzle...... 


groceries, hardware, druggists and 
the like whose average sale is 
small. Few stores have made a 
profit for several years. A great 
many are in the red. To add « 
tax of 1 per cent, 2 per cent, or 
more on their sales means prac- 
tical confiscation. Stores in cities 
and towns bordering on a state 
with no sales tax would lose busi- 
ness to stores in the adjoining 
state. The mail order business, 
being interstate in character and 
not subject to a state sales tax, 
would take a good deal of the 
business. 


Club Leaders Fought It 


The club leaders in Massa- 
chusetts were quick to understand 
the situation, and did a remark- 
able job of getting their position 
against the sales tax known to 
their state senators and represen- 
tatives. This was done after 
speakers on both sides of the ques- 
tion were heard by many local 
clubs. One clubwoman sent over 
seven hundred personal notes to 
friends urging them to write, tele- 
phone or telegraph to their repre- 
sentatives in the legislature. 

Not only did the women do this, 
but they lined up the editors of 
newspapers in their cities or 
towns to carry on an editorial 
campaign against the sales tax. 
Even the foreign-language news- 
papers were enlisted, and 32 of 
them hammered away at the injus- 
tice of the tax. 

Some of the clubs and consumer 
groups which have time on the 
radio used it to spread the rea- 
sons why the sale tax is a vicious 
tax on the breakfast table, a tax 

(Continued on page 140) 
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Hardware Curiosities 


By ROBERT PILGRIM 
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THE WORLDS ODDEST MOUGETRAP 
IS A MINIATURE GUILLOTINE. MADE 
NEARS AGO BY AN AUSTRIAN FARMER, 
THIS UNIQUE TRAP LURES THE MOUSE 
WITH BACON PLACED ON A TRIGGER, THE 
TOUCH OF WHICH RELEASES THE BLOCK 
UPON THE UNSUSPECTING RODENT 





THE FAMOUS ‘NORFOLK 

SPORTSMAN'S KNIFE ” 

HAD 75 BLADES/ IT WAS 

MADE IN SHEFFIELD, ENGLAND 
AND cost $920 














CARRYING A FALSE KEY IS A LAW VIOLATION 
IN NEW YORK. GECTION 408 OF THE PENAL 
LAW GANS THAT A PERSON HAVING IN Hic 
POSSESSION ANY TOOL, FALSE KEY, PICKLOCK BIT, OR 
NIPPERS, IS GUILTY OF A MISDEMEANOR. 










HUGE WOODEN 

SCREWS SUPPORT AN 

\OWA BRIDGE. HARDWOOD 

POSTS WERE THREADED AND 

SCREWED INTO THE GROUND 

AS SUPPORTS IN PLACE OF 
DRIVEN PILINGS 
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Churches Selling Nationally 
Advertised Brands 


about taxation. I wrote up 

the facts about our own vil- 
lage. It was certainly an interest- 
ing story of how the politicians 
and the contractors made a racket 
of our beautiful little town on 
Long Island Sound. But the best 
joke of all has just come to light 
in a taxpayers’ circular I have 
just received. In this circular the 
committee is calling for contribu- 
tions to pay the expenses of look- 
ing after taxation, now that the 
horse is out of the barn! 

I read this tax circular with 
some amusement, as it confirmed 
everything I had written on the 
subject of local taxes. It is hard 
to believe, but I read in this cir- 
cular how our village trustees de- 
cided that our water facilities were 
inadequate. By damming up a 
stream that happened to run 
through the confines of a neigh- 
boring village we could create a 
lake, and from this lake obtain all 
the water we needed. So the trus- 
tees decided that that was the thing 
to do, and it was done. This dam 
cost some $75,000 of the taxpay- 
ers’ money, and we now discover 
that our village does not own the 
land on which the dam was built. 
We haven’t even an option on that 
land. As our dam is there on 
land that does not belong to us, if 
we want to buy that land we will, 
of course, have to pay the price 
the owner asks, regardless, or lose 
our dam. This sounds too fan- 
tastic to be true, but according to 
the above-mentioned circular it is 
just what happened. 

But that isn’t all! In order to 
have a driveway and parkway 
along this dam, our village made 
a present to the next village of a 
piece of land 1000 ft. long and 
100 ft. wide. This land is esti- 


Sion times I have written 
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By SAUNDERS NORVELL 


mated to be worth $12,000. So 
we have a dam on land owned by 
private parties, and we have a 
driveway along this picturesque 
dam that we gave away. And it 
wasn’t even agreed in the bond 
that our neighboring village 
should fence in our dam to keep 
picnickers out. We will have to 
build and pay for this fence, not 
only around our dam but also 
around the driveway that now be- 
longs to the other village. 

And here is the joker! Several 
gentlemen in our village and in 
the other village own the real es- 
tate around our dam, which is now 
a pretty lake. I am informed they 
are now selling this property off in 
lots as “waterfront property.” 

So, if we will send $10 as a sus- 
taining membership, or $5 as a 
supporting membership, or $1 as 
a contribution, our taxpayers’ as- 
sociation will now get together 
and see what can be done about it! 


“Dumb Doras” 


Of course all this is the fault 
of the taxpayers, because they 
elected a bunch of “dumb Doras” 
or worse to the offices of Village 
Trustees. Naturally these trustees 
have been asked their reasons for 
doing things in such a way. And 
here is how they have answered: 
They arranged for one of the em- 
ployees in their offices to answer 
all questions. But when the ques- 
tion asked got a little too close to 
the sore spot to be comfortable, 
the employee would say: “That is 
a question that can’t be answered 
by a clerk.” 

After reading this circular, 
whose facts must be straight or the 
association would be subject to a 
suit for libel, we are just a little 
sorry that the good old-fashioned 


custom of using a fence rail with 
plenty of tar and feathers has gone 
out of fashion. 

However, I am not writing this 
to air the troubles of our village. 
I am just suggesting that in all the 
villages where this article is read 
a taxpayers’ committee should be 
formed to look things over. Of 
course the Mayor of your town 
and the Board of Aldermen or 
Trustees may be your personal 
friends and possibly your custom- 
ers, but in the light of the fact 
that all of us are going to be 
drained of most of our red cor- 
puscules by taxation in the next 
few years it may be just as well 
in advance to check up and at 
least know where our good money 
is going. 

* a 

Well, we have had the gold de- 
cision! Most of us, of course, 
don’t know what it is all about, 
but what IT gather is this: There 
were several cases. One was 
where a railroad had issued bonds, 
the principal and interest of which 
were to be paid in gold of the 
same quality and fineness as was 
prevalent at the time the bond was 
issued. The Supreme Court de- 
cided that Congress has the power 
of saying what is money and what 
is the value of money in this coun- 
try, and therefore it was not neces- 
sary for the railroad to pay the 
interest and principal in gold, or 
the equivalent of gold in the pres- 
ent dollars of the country, even if 
their bonds so stipulate. 

Another decision involved the 
United States Government. Cer- 
tain Liberty Bonds were issued, on 
which the interest and principal 
were payable in gold coin of the 
quality and fineness of that prev- 
alent at the time the bonds were 
issued. This was a direct promise 
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of the Government. The court de- 
cided that the Government should 
pay these bonds in gold, but that 
the only place where the owner of 
the bonds could sue the Govern- 
ment to collect the gold due on 
the bonds was the Court of 
Claims. However, the joker in this 
decision was that Congress had to 
give its permission to be sued, and 
could not be sued without it. 
These decisions are taken to sup- 
port the New Deal and have re- 
lieved the general situation some- 
what. But just as one of the 
feebleminded to another, I can’t 
grasp the intricacies of the legal 
points involved. It would seem 
to my untutored mind that the 
promises on a bond, either of a 
railroad company, or especially of 
the Government, should be carried 
out. How about paper money 
with the Government’s promise to 
pay on demand in gold? Is this 
same ruling to be applied to 
treaties and other Government 
promises and agreements? Can 
the Government make an agree- 
ment with its fingers crossed? 
Germany and Belgium had a 
sacred treaty by which Germany 
agreed not to invade Belgium. 
Then the time caine when Ger- 
many, for reasons best known to 
herself, ignored the treaty, and it 
turned out to be just a scrap of 
paper. 

However, the New Dealers have 
given a sigh of relief over the de- 
cision of the Supreme Court, and 
with this troublesome situation 
out of the way for the present, 
business should be better. But 
I am wondering if, in the mind of 
the ordinary man in the street, this 
breaking of agreements, in the 
long run, will not have a very dis- 
turbing effect. The basis of our 
highest form of civilization has 
been the sanctity of contracts. 
Now, with England and all of the 
other countries in Europe, except 
one, casually breaking their sacred 
agreements to pay their just debts, 
and with the United States follow- 
ing with the recent decisions on 
gold, isn’t it only natural for the 
world to take the attitude that 
almost any agreement is nothing 
more than a piece of paper? 
When the smoke blows away, in 
years to come, it is my humble 
opinion that we are going to hear 
again about the abrogation of 
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these gold clauses. Possibly some 
of us have made a serious mistake 
paying our obligations 100 per 
cent on the dollar all of our lives. 
No doubt we are very much out 
of date and behind the times, not 
to say old-fashioned. 

* * * 

Next week (written Feb. 21, 
1935—Ed.) I am setting sail for 
Connecticut, to have dinner one 
evening with the “Nutmeggers” at 
the Hotel Taft in New Haven, and 
the next day to speak at the con- 
vention of the Connecticut Hard- 
ware Association. The “Nutmeg- 
gers” are the hardware traveling 
salesmen of Connecticut, and they 
adopted that name because Con- 
necticut is known as the “Nutmeg 
State,” for the reason that (it is 
commonly reported) in its early 
days they made wooden nutmegs 
and sold them along with the regu- 
lar ones to the unsuspecting pub- 
lic. Therefore, in time, salesmen 
from Connecticut came to be 
called “Nutmeggers.” 


The Nutmeg 


Upon investigation I find that 
in early English “nutmeg” was 
written “nutmig.” I also find it 
was called “nut” after nut, and 
“muge” after musk, the word 
“muge” meaning the scent of 
musk. I gather from all this that 
the Connecticut salesman is not 
only a “nut” but is also a “mug.” 

The fruit of the nutmeg resem- 
bles a peach, and has a fleshy edi- 
ble exterior which splits in two, 
releasing the seed enveloped in a 
fibrous network, which is _pre- 
served as mace. The seed is thor- 
oughly dried, the shell then 
cracked, and the oval-shaped ker- 
nel, about an inch in length, com- 
monly treated with lime for pres- 
ervation, becomes the nutmeg of 
commerce. The nutmeg supply is 
chiefly, but not exclusively, from 
the Banda Islands (the Spice Is- 
lands of history), where it was 
formerly a monopoly of the 
Dutch. Penang nutmegs have 
been especially famous. The long 
male, or wild nutmeg, a longer 
kernel, is an inferior sort. 

The nutmeg has always contrib- 
uted to the hardware business by 
making the nutmeg grater neces- 
sary. All of us remember the old- 
fashioned grater of our boyhood 


days where at one end of the small 
tin grater there was a little box to 
hold the nutmeg. 

I understand that the “Nutmeg- 
gers” who have grown up in the 
State of Connecticut were origi- 
nally of the wild, untamed va- 
riety, but that they have yielded 
somewhat to domestication. One 
of the peculiarities of their ban- 
quets, so we are told, is in the fact 
that all of the desserts and some 
of the drinks are seasoned with 
nutmeg, and also that atomizers 
are used throughout the banquet 
to spray the atmosphere with their 
favorite scent. We are looking 
forward with interest to meeting 
the “Nutmeggers” and have ob- 
tained at great expense from the 
west coast of South America a 
wonderful after-dinner story to fit 
the occasion. 

The day after the “Nutmeggers” 
dinner I am on the program to 
talk to the Connecticut Hardware 
Association. One thing that is 
coming up for discussion is the 
Goodwin plan to sell, through 
church workers, nationally adver- 
tised articles. A “Shopping 
Guide” containing a list of these 
articles is just being made up. I 
have before me a list of the manu- 
facturers who are sponsoring this 
plan, and feel there must be a 
good deal to it when such a list 
of prominent manufacturers in 
various lines are backing it. For 
instance, I note on the list such 
concerns as the Diamond Match 
Company, Dictograph Products 
Company, E. I. duPont de Ne- 
mours, Eberhard Pencil Company, 
McKesson & Robbins, Scott & 
Bowne, Vollrath Company, and 
dozens of others equally well 
known. Here is the quotation in- 
troducing Mr. Goodwin in a maga- 
zine article on the subject of his 
plan: “Adolph O. Goodwin, big 
in body, has big ideas, too. He 
hopes to provide for the churches 
of America many millions a year 
in income through operation of 
the Goodwin plan. By means of 
265,000 church workers, who will 
act as ‘broadcasters’ of news about 
the products of manufacturer- 
members of the plan, he expects 
to affect the purchases of some 
3,000,000 families.” 

Some 60 manufacturers of more 
than 300 non-competitive items 

(Continued on page 158) 
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Protit Motive 
Must Be Preserved 


Written especially for Chilton Publications 
By HON. DANIEL C. ROPER 


Secretary of Commerce 


ROM time to time we have 
ress expressions that the 

Roosevelt Administration is 
opposed to business profits. This 
is far from true. The President 
himself has frankly and empha- 
tically stated his belief in the 
profit motive as a fundamental 
incentive to work and economic 
achievement. Thrift is as essen- 
tial to our social well-being today 
as it ever has been, and thrift 
means profits. 

The role of the Federal Gov- 
ernment is to promulgate such 
methods and to advocate such 
protective measures as will pro- 
tect the American people from 
unsound and unethical means of 
profit. 

It is well also that we recall to 
mind the fact that our entire sys- 
tem of taxation is based upon 
profit. Thus the elimination of 
profits would mean the abolition 
of the Government’s source of 
revenue. 

It should be borne in mind also 
that the destruction of the profit 
motive would greatly reduce the 
buying power of the public. 

It is apparent, therefore, that 
the Administration is fully cog- 
nizant of the value of the profit 
system and is equally aware of 
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the need to eliminate its abuses. 
From this it may be assumed 
that governmental participation in 
business and in relief is only an 
emergency expedient and not to 
be interpreted as a plan to usurp 
the rightful role of private busi- 
ness. 

Perhaps a return to prosperity 
has been retarded in some degree 
by unfavorable sentiment and a 
lack of complete understanding of 
the basic philosophy of the New 
Deal, but I believe that as busi- 
ness observes the unfolding of 
the Government’ policies, it is be- 
coming increasingly desirous of 
lending its wholehearted support. 
It is the function of the Depart- 


- ment of Commerce to facilitate as 


much as possible this cooperation 
between industry and the Admin- 
istration. 

As I study the reports that come 
to me of business conditions 
throughout the country, I note 
that exports of machinery for the 
first 10 months of 1934 were more 
than $178,000,000, an increase of 
approximately $78,000,000 over 
the corresponding 10 months of 
1933. The exports of passenger 
automobiles and trucks for the 
first 10 months of 1933 were $43,- 
000,000, and for 1934 this figure 
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increased to $107,000,000. Simi- 
lar reports for other major indus- 
trial commodities, such as iron 
and steel products, copper, chem- 
icals, etc., show sizable increases 
in exports in terms of dollars. I 
interpret this to mean that the 
efforts of the Administration to 
encourage business are meeting 
with success and that we shall see 
greater increases in the future. 
By carrying the significance of 
these figures further, I feel that 
this increase in our exports indi- 
cates that our manufacturing con- 
cerns must be employing more 
men and using more materials. 
Net sales of wholesalers increased 
a billion and three-quarter dol- 
lars, or about 14 per cent last 
year. Retail sales increased about 
three and one-half billion dollars 
during the same period. This was 
the first yearly increase in the 
dollar value of retail sales since 
1929. This seems to indicate that 
the velocity of money is gaining 
and that as its rate of circulation 
increases, business will feel an in- 
creasing demand for goods. A 
greater demand for goods will 
mean profits, and through profits 
the Administration sees the em- 


. ployment of more men and the 


decrease in relief rolls. 
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don’t 
press you, Mr. Jones, 


“We 


want to 


could you _ handle 
30% down?” 


The Technique of 
Down Payment Control 


r YHE importance of down 
payment control is demon- 
strated by comparative fig- 

ures of two instalment stores. One 
has exploited the sales-stimulant 
of very low down payments. The 
second store has followed a policy 
of moderation. 

The merchant who has suc- 
cumbed to the temptation of 
“terms” uses twice the capital to 
finance $1,000 in sales that the 
careful store does. His reposses- 
sion loss, as a percentage, is six 
times as great, while his office 
costs are approximately 75 per 
cent more. His skip loss is high. 
The net: result is a loss; while the 
careful store, with higher down 
payment, smaller sales volume, 
shows a good profit. 
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The first principle we note in 
down payment control is that 
higher down payments, along with 
more expert adjustment of terms 
to risk, are attained with flexible 
than with uniform terms. To the 
extent possible, the hardware 
store should approach the in- 
dividual instalment contract with 
down payment a variable ranging 
from, perhaps, an occasional low 
of 10 per cent, to a high, in 
rare cases, of 40 to 50 per cent. 
The purpose, first, is to obtain the 
highest possible down payment 
the customer can make, and, sec- 
ond, to be sure that down pay- 
ments properly cover the risk ele- 
ment. Accomplishing these pur- 
poses, and yet not losing sales, de- 
mands very skillful handling of 


two basic credit selling problems. 

“Standard terms” is one of 
these. When many employees deal 
with terms, and especially as sales- 
men are permitted to quote, stores 
find publication of standard terms 
a necessary policy. If standard 
terms are advertised, they should 
not be extreme, and personnel 
should be trained to so handle 
them that down payments above 
the standard are often obtained. 
It is, in any hardware store, gross 
inefficiency to sell for 15 per cent 
down to a customer who willingly 
would pay 25 per cent, yet this 
sort of thing is going on all over 
the country. 

If competition forces a store to 
advertise low down payments, let 
care be taken that they be con- 
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John T. Bartlett 


Co-Author, Retail Credit Practice, 

Credit Department Salesmanship, and 

Methods of Instalment Selling and 
Collection 


fined to specific offers, so that the 
policy of adjusting down payment 
to risk applies still to most sales. 

The second down payment bug- 
a-boo is competition. “I know my 
down payments are terrible,” a 
merchant often has confessed to 
this writer, “but I have to give 
them! My competitors force me 
to!” There are still a great 
many cities and towns where 
down payment competition is in a 
bad way. The cure is for instal- 
ment sellers, working through the 
credit bureau, to arrive at stand- 
ard terms. This has been done 
in Cleveland, Minneapolis, and a 
rather long list of cities. It can 
be carried out in your town. 

Discuss local conditions with 
your credit bureau manager. Con- 
fer with friendly instalment sell- 
ers in other trades. Realize that 
establishment of a minimum terms 
standard will perhaps do more 
than anything else to assure you 
1935 profits. You can bring 
about cooperative down payment 
control. 


Tells, in the second of a series of articles on Credit, how 
to adapt down payments to the individual—Down pay- 
ment salesmanship will add profits. 


In any event, determine what 
a profitable average down pay- 
ment is for you, and don’t go be- 
low it. If meeting competition 
means a direct loss, why meet it? 

We find many stores which sub- 
stitute low down payment for a 
man-sized job of salesmanship; 
but the exchange can be reversed. 
This writer knows of many pro- 
gressive instalment sellers who, 
throwing emphasis on salesman- 
ship, capitalizing qualities of their 
products, collect sound down pay- 
ments, and sell their merchandise 
against the competition of ex- 
tremely low terms. 


What is most needed through- 
out the instalment trade is better 
down payment salesmanship. No 
more authority to quote terms 
should be given salesmen than 
necessary; general experience is 
that salespeople invariably trade- 
down on terms. They can be re- 
stricted by allowing them stated 
minimums, and stimulated by 
holding down - payment contests, 





' Good Credit Results Assured 
| if Merchant Avoids Poor Risks 
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If You Read Article Number One: 


You will want to follow with the second of the series, on these pages. 
he author is an authority on the subject discussed. 
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with awards each month for sales- 
men making the best average. 

In every organization is one 
man who, better than anyone else, 
can handle the customer to obtain 
the highest possible down pay- 
ment. Usually, this is merchant 
or credit man. The sale has been 
completed; only terms details are 
to be arranged. And the customer 
is shown to the credit office. 


“How much would you like to 
pay down?” is standard pro- 
cedure. The customer so ap- 
proached in most cases “crowds 
himself”—that is, emotionally he 
trades-up to the highest feasible 
down payment. Where there is 
danger he will not, the practiced 
credit worker may use an ap- 
proach like this— 

“We don’t want you to press 
yourself, Mr. Jones. . . . Could 
you handle 30 per cent down? 
That would make the payment 
only $6.75 per month.” 

Selling high down payments to 
people able to handle them, the 
credit man refers to the ease with 
which remaining payments will be 
handled, and the shorter payment 
period.” He mentions the carry- 
ing charges which will be saved. 
He remarks, “Most of our high 
grade customers like to make real 
substantial down. payments, so 
that they can feel pride of owner- 
ship!” 

In a city with a large retired 
and income class, an instalment 
store builds up average down pay- 
ment with a “triangle” plan. This 
consists of three equal monthly 
payments, including the down 
payment. This meets the needs 
of families who, on an income 
basis, cannot pay the entire price 
conveniently out of a single 
month’s income, but can readily 
handle the deal in three months. 

Down payment analysis should 

(Continued on page 122) 
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Wholesalers Endorse Ammuni 


Enthusiastic letters from executives of leading wholesale hard- 
ware firms pledge support to the plan suggested by HARDWARE 
AGE editorial in the February 14, 1935, issue, and thank 
this publication for leading the way toward more profitable 


distribution of ammunition and wire cloth. 


cord with the “Ammunition and Wire Cloth” 

editorial which appeared in the Feb. 14, 
1935, issue of HarDwARE AGE. They endorse the 
recommendations of this publication and pledge their 
support. This editorial suggested an organized ef- 
fort by wholesalers to bring the warring ammuni- 
tion and wire cloth manufacturers together in their 
respective groups that a more profitable future might 
be assured for the wholesaler-retailer distribution of 
these important and basic hardware lines. Both 
lines are sold in large volume through hardware 
channels; have seasonal restrictions and have been 
“footballed” for many years. These two lines should 
provide a major profit source to the hardware trade, 
yet each year the opportunity for profits is hazard- 
ous—because both manufacturers and wholesalers 
have engaged in price battles which robbed these 
lines of their profit possibilities. 

From this editorial we quote, as the heart of our 
suggestion for curing this uneconomic situation, the 
following paragraphs: 

“The very nature of the hardware business and the 
ammunition business makes wholesaler-retailer dis- 
tribution the only economic method for the pro- 
ducers selling through the hardware field. But a 
further uncontrolled competitive attitude may lead 
to uneconomic distribution experiments to the detri- 
ment of both producers and wholesalers. Such is the 
warning we read between the lines, which prompts 
us to urge wholesalers to take immediate action to- 
ward more harmonious and cooperative practices 
in the ammunition industry. 

“Under the auspices of the National Wholesale 


ARDWARE wholesalers are heartily in ac- 
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Hardware Association and the Southern Hardware 
Jobbers Association, local and national committees 
of wholesalers should be formed to bring the am- 
munition producers together for a joint discussion 
with wholesalers that the future of this important 
line may be secure and profitable. The manufac- 
turers should welcome such action, as their own 
future profits are also at stake. To wholesalers this 
move seems imperative, with the element of time 
increasingly important. We urge it strongly in the 
best interests of the hardware industry as a whole. 
Such a committee must study and face facts and not 
,waste precious time trying to place the blame, which 
is a futile effort. 

“If this program is successful, and we believe it 
would be, similar wholesaler committees could take 
like action in the wire cloth industry, which offers 
very parallel problems. Here again the manufac- 
turers (about 14 of them) should welcome this move 
and in both fields a brighter future would appear 
as a result of this official and organized cooperation 
between producer and wholesaler.” 

The letters on these pages, signed by executives 
of the leading wholesale hardware firms in this 
country, eloquently attest to the seriousness of the 
ammunition and wire cloth situation and to the 
validity of the editorial suggestion made by Harp- 
wARE AcE. These outstanding hardware leaders with 
many years of successful distribution experiences 
favor the plan suggested by this publication and 
pledge their active support toward its development 
under the auspices of the recognized wholesale hard- 
ware trade organizations. The letters speak for 
themselves— 
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Hutcuinson, Kan. — Relative to 
the editorial in Harpware AGE in 
your Feb. 14 issue on the ammuni- 
tion and wire cloth situation. We 
believe that you are 100 per cent 
right and it is up to we indepen- 
dent jobbers and dealers to take 
some effective steps to correct the 
evil in these two lines. We are 
going to urge that the National 
Hardware Association take some 
steps along the lines of your sug- 
gestions. 

Cuas. S. CoLvapay, 

The Frank Colladay Hardware Co. 


CONGRATULATIONS 


New Orteans, La.—I wish to con- 
gratulate you on your editorial ap- 
pearing in the Feb. 14 issue of 
HarpwareE AGE on the subject of 
ammunition and wire cloth. Your 
suggestion is a good one and is 
most timely. It is certainly to the 
interest of the hardware jobber that 
something be done to place ammuni- 
tion and wire cloth on a more satis- 
factory basis. 

J. H. Hirt, President, 
A. Baldwin & Company, Inc. 


Hits Butu’s Eye 


Braprorp, Pa.—Relative to your 
editorial in Harpware Ace of Feb. 
14—of course, we believe that the 
situation that has become so acute 
since the beginning of this year in 
the ammunition business indicates 
the necessity of prompt action, if the 
set-up of manufacturer, jobber, 
dealer combination is to survive. 

With the uncertainties confront- 
ing us in general business, which is 
creating fear and this fear holding 
back recovery and then in addition 
to have a situation such as this de- 
velop, thereby adding more hesi- 





tancy on the part of the retailer in 
placing orders at a time when all 
retailers should be placing orders 
for fall ammunition and guns and 
when some merchants who had 
placed their orders, find that another 
jobber comes along with an entirely 
different price set-up, what can have 
a more demoralizing effect on dealer, 
jobber and retailer? Something 
must be done to clean up the situ- 
ation. 

You are to be congratulated upon 
taking the stand you did and when 
you put the wire cloth industry in 
the same category, you hit the bull’s 
eye with both barrels 

Keep up the good work. Your 
efforts may succeed in bringing to- 
gether the conflicting elements in 
this, the most controversial subject. 

Wishing you every success in the 
undertaking, 

FRANK Mappes, 
Vice-Pres. & Gen. Mer., 
Emery Hardware Co., Inc. 


SHOULD BE FoLLowep 
DusuguE, lowa—Regarding the 
situation now confronting the 
wholesale-retailer distribution of 
ammunition and wire cloth, will 
say that your editorial and the sug- 
gestions contained should be given 
attention by two wholesale hard- 
ware organizations and an effort 
made to bring about a_ solution 
which will make ammunition and 
wire cloth profitable items for the 
wholesaler to distribute. 
F. N. KretscuMer, President, 
Kretschmer-Tredway Company. 


EXCELLENT, WIRES 
Mr. OLIN 


East Axton, ILtt.—yYour excel- 
lent editorial ammunition and wire 
cloth points the way to better am- 
munition trade conditions. Much 
can be accomplished in any situa- 
tion by a friendly attitude of mu- 
tual helpfulness as between jobber 
and manufacturer. 

Joun M. O.tn, Vice-President, 

Western Cartridge Company. 
(A telegram) 


EXCELLENT 


Winston-Satem, N. C.—It is the 
writer’s opinion that as long as the 
present ‘system of distribution is in 
effect your suggestion is excellent. 
However, I am of the opinion that 
the present system of distributing 
ammunition must be changed and 
the sooner it is changed the better 
it will be for all concerned. 

It is the writer’s opinion that there 
is a very great waste in the selling 
system at the present time, and if 
the jobber’s retailer is to stay in the 
ammunition game this waste must, 
of necessity, be eliminated. I do 
not believe that the old line method 
will be able to compete with the 
mail order houses under the present 
system. 

To get to the point of what I am 
driving at is this—in addition to the 
usual manufacturer’s set-up for sell- 
ing for its home office, the ammuni- 
tion manufacturers maintain an 
elaborate sales organization com- 
posed of high salaried district sales 


—. 
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managers and missionary men that 
seems to the writer is unnecessary. 

If the old line system is to com- 
pete with the mail order houses 
either the mail order houses will 
have to add this extra expense or 
the manufacturers cut it off, if the 
jobber’s sales organization is not 
capable of booking orders for shells 
without the extra expense of a fac- 
tory man helping to do it. Then it 
seems to me that there is something 
wrong with the jobber’s organiza- 
tion. 

The old scare about the mail order 
houses buying their own factory to 
my mind is very much exaggerated, 
as I do not believe the mail order 
houses have any more brains than 
the manufacturers, and it is the 
writer’s opinion that the regular 
manufacturers can manufacture mer- 
chandise and sell it to the regular 
sources just as cheaply as the mail 
order houses can. 

I believe the mail order houses’ 
cost on hundreds of items would be 
more if they did their own manu- 
facturing, as it is my opinion that 
a large number of manufcturers use 
the jobber’s volume to make his 
profit and sell to the mail order 
houses at less than their cost with 
the jobber’s volume eliminated. 

The competition on ammunition 
and screen wire cloth has been just 
about as rotten as it could be, and 
anything that can be done by any- 
one to clean the situation up would, 
naturally, be appreciated by all 
branches of the trade. 


W. N. Dixson, President. 


Brown-Rogers-Dixson Co. 


SHouLD Have Goop 


EFFECT 


E:mira, N. Y.—I read your am- 
munition and wire cloth editorial 
with a great deal of interest and 
think that your editorial will have 
a good effect on some of the jobbers 
and retailers. I firmly believe that 
it is in the hands of the manufac- 
turers and they can correct the situ- 
ation if they want to. At the present 
time there are several volume lines 
that the jobber has been dis- 
tributing in the past on a fair profit- 
able basis but today it seems as 
though on all of these volume items 
the prices are being cut to such an 
extent that it is very discouraging 
for the retailer and the distributor 
to even handle the line. On the 
other hand, we, as distributors, must 
handle such items to get the volume 
that is required to maintain our 
organizations so that we can supply 
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the retailer with his needs on other 
merchandise. 

We think it would be very profit- 
able for the different associations to 
meet with the ammunition producers 
and thrash this out so that we would 
all be on a better basis. It is sur- 
prising to us how indifferent some 
dealers and distributors are to prob- 
lems of this kind. I think if you 
will keep on bringing this to the 
attention of your readers that it 
will eventually have a very good 
effect for us all. 


H. H. Krmsatt, Vice-President, 
Barker, Rose & Kimball, Inc. 





DESCRIBES SITUATION 


ACCURATELY 


Sureveport, La.—Your editorial 
appearing in Feb. 14 issue of Harp- 
waRE AcE, entitled “Ammunition 
and Wire Cloth” has been read with 
more than usual interest. All you 
say is true and describes the situ- 
ation very accurately. 

We are in thorough accord with 
the suggestion that committees from 
both the National and Southern 
Hardware Jobbers’ Associations be 
appointed, effecting as soon as pos- 
sible appointment dates with the 
leading manufacturers of both com- 
modities named, to make a start, at 
least looking to the correction of the 
many evils that have kept in a 
wrecked state the traffic in both 
items for only too long, in the hope 
that out of a free and frank discus- 
sion between representatives of the 
jobbers and manufacturers some 
corrective measures may be evolved, 
which will earn the everlasting 
thanks of all concerned. 

R. J. Ocitvir, President, 
Ogilvie Hardware Co., Inc. 





Very Muca IMPRESSED 

Ricumonp, Va.—I am very much 
impressed with your editorial sug- 
gestion to wholesalers in regard to 
ammunition and wire cloth for it is 
certainly a very vital question. 

We are entirely in accord with 
your line of reasoning and sincerely 
hope something can be done 
promptly to avoid a destructive price 
policy on ammunition such as has 
applied to screen wire cloth ever 
since prices were announced last 
fall. 

We are in sympathy with your 
movement and hope you will accom- 
plish the desired end and certainly 
the industry owes you a debt of 
gratitude for your efforts. 

W. D. Stuart, President, 
Richmond Hardware Co. 


Wou.p IMPROVE 


SITUATION 
Hastincs, Nes.—The writer be- 
lieves your suggestion, that the 


National Wholesale Hardware Asso- 
ciation and the Southern Hardware 
Jobbers Association form a com- 
mittee to work with the manufac- 
turers of ammunition and wire cloth, 
is a good one. The ammunition 
situation should be straightened out 
promptly, as the producing field is 
limited to three manufacturers, and 
we are sure they would welcome 
some move to help eliminate the 
present situation. 

When it comes to wire cloth, it 
might be well for the manufacturers 
to form a committee to work with 
the wholesalers, for from our little 
knowledge of that difficulty, about 
90 per cent of it might be laid at 
the wholesaler’s door. 

However, such a plan as you sug- 
gest should certainly improve both 
situations. 

F. B. Reep, Vice-President, 
W. M. Dutton & Sons Company. 


NEED PRICE 
DIFFERENTIALS 


Bancor, Me.—We have read your 
editorial “Ammunition and Wire 
Cloth” and approve your suggestion 
that producers and wholesalers get 
together to work out a sensible sales 
plan. 

It seems to us, however, that little 
can be accomplished unless price 
differentials are restored to the 
codes. 

Without price differentials and 
with chain and department store ex- 
ecutives in charge of NRA we be- 
lieve it will be a very difficult matter 
for producers and wholesalers to se- 
cure their rights. 


R. S. Crowe tt, President, 
Rice & Miller Co. 


OrTHER Lines Too 


PuiapetpHiA, Pa.— Your edi- 
torial suggestion to wholesalers is 
good. It wouldn’t be necessary for 
you to stick to ammunition and wire 
cloth when you urge the consider- 
ation of executives to major whole- 
sale hardware organizations—might 
move to other lines as well. 

Wm. Geo. Stertz, President, 
Supplee-Biddle Hardware Co. 
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Burlington dealers are able to supply you with 
every material for modernizing your home. 

















From Cellar Bottom to Chimney Top 





Skilled labor is waiting to serve you. 








The g and Burlington banking institut ready 
tefiennenell = 20. 3 ef, ET ERS 
construction of homes. 


With these opportunities pounding at your door, why not put 
your shoulder to the wheel and act now to make Burlington 
homes more livable, more beautiful and more salable? 


Improvements to your home will utilize idle labor, create a de- 
mand for supplies and material, and bring back a larger de- 
gree of prosperity to the whole community in which you live. 
Burlington homes need epee 
appliancs, new and better plumbin; h 

tems, interior modernizing, sdinanieiaaiacnlin 
izing items. 




















In Co-operation with the Federal Housing Administration These Burlington Banks Are Able to Serve You: 


Barlington Building & Loan Ass'n. 


Burlington Savings Bank Barlington Trast Co. 


Chittenden County Trast Co. 





— equipment, including fix- 
permanently installed. 
tna lighting plants and equip- 


Seauiinte and other garbage dis- 
posal systems, if built-in. 

Non-detachable heating systems and 
equipment (coal, wood, oil, gas or 
electricity.) 

Domestic water heating equipment. 

Oil burners, including oil storage 
equipment and thermostatic con- 


trols, 

Heating contro! devices. 

Automatic stoking and ash removal 
equipment, if permanently in- 
stalled. 


Lighting fixtures, if integral part of 
wiring or gas 

Radiation, if pa part of heating system, 
including valves and 
ineluding unit heaters. 

Individual gas-making machines and 


Built-in laundry chutes 
Built-in agp a including au- 
tie refrigeration, if perman- 


Wells and cisterns, including pumps 
and windmills, 


Individual sewerage disposal sys- 


tems, including septic tanks. 
Water supply and sewerage connec- 

tions with public mains. 
Air-conditioning equipment’ 
Humidifying equipment, if built-in. 


Forced heat circulating equipment 
Fire ne 


Sprinkler 

Fire and burgier aslendie systems. 

Elevators and dumb waiters. 

Kitchen units, if built-in. 

Gas ranges and water heaters. 

Electric ranges, if permanently at- 
tached to wiring system. 

Linoleum and other floor covering, 
exclusive of carpets, rugs and mat 
ting. 


Electric refrigeration. 
Built-in ironing boards, dinettes, 
boxes, cabinets, bookcases 
cul 


ently attached to wiring or gas sys 


tem. 

Fitted storm doors and sash built for 
porches, windows, etc. 

Fitted screen doors and windows 
built for porches, windows, ete. 

New doors and windows of all kinds. 

Built-in door or wall mirrors. 

‘Automatic garage door openers. 

Weather stripping 

Awnings and other sun-protection 
made for windows and porches. 

Coal chutes. 

Built-in package receivers and mail 
boxes. 

Concealed residential wal) safes 

Ail applied wall coverings 

Chimneys, fireplaces, brick walls, 
fences, ete 

Walks, curbs and driveways, of per- 
manent material, where property 
is improved with buildings 


Make Your Estimates from This List. Get Your Government Loan and Start Now 


Underground lawn-sprinkler sys- 


Swimming pools 


Ranges and stoves—gas, electric, 


coal or woo 
Food mixing machines 


Vacuum and other types of cleaners, 


unless built-in installation 


Individual deyachable gas and elec- 


tric heaters » 
Single-unit air conditioners 


Silos, barns, sheds and other build- 


ings on improved farm: 
New garage and out buildings 
Furniture 
Floor and other lamps 
Show cases 


Desks 


Porch swings 
Electric fans 

‘oasters 
Washing machines 
Electric and gas irons 


The following firms will gladly give you information and advice on all modernizing and building probl-ms: 
Green Mountain Power Corr Corp. Shepard & Morse Lumber Co. 


Astematic Hot Water Systems, A 


E. S. Adsit Coal Co. 
The G. S. Blodgett Co., Inc. 
‘Prambing Mesime. 


Refrigeration, Paint. 


Burlington Drug Co. 


Pasmts, Varnishes, Enamels 


Chilton Paini Co. 


Paimts, Varnishes, Wallpaper 


Cartmell’s Sales & Service 


Prigidasre, Deico Meat 


John Forville & Co. 


Hagar Hardware and Paint Co. 


Peat. Bide Maréware, Ghenizie 


T, A. Haigh Lumber Co 


Lumber Residery Material Cement 


Spear Bros. 


Deore, Windows, Mill Work Contractors 


Lamber, Betting Matera! F Sherwin Electric Co. 
Hall Fi Co. Bectrieal Contracting, Vittares, Apphancen, Wiring 
tees Caeasngs Sate Rtas Strong Hardware Co. 
Montgomery Ward Co. Beilders Hardware, Resting Jobas Man ile Protects 
Retrigersiiwa, Paints, Resting . *, 
Old Bee Hive Twin City Fuel Co. 


Lincioum Wallpapers, Refrigerators 


Hiectric Fernace Ban (Steher) 


Vt. Structural Steel Co. 


Howard National Bank 


General (catracting MW Werk Fleer Sending 





The W. G. Reynolds Co. 


Steet Cobumnn, Beams. Sash. Metal Serena Fireplece Paulpment 








More FHA 


Ads 


or Cooperative 
Promotion .. . 


DVERTISING cooperatively 
is one of the most success- 
ful means of putting before 

the public the advantages and ease 
of obtaining loans for home mod- 
ernization under terms of the 
National Housing Act. Here are 
two excellent examples of coopera- 
tive effort on the part of hardware 
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dealers and others interested in or 
afhliated with building activity. 
These ads, which are greatly re- 
duced in size because of space 
limitations, treat of home mod- 
ernization in editorial style. 

A full-page ad, from Burling- 
ton, Vt., emphasizes that Burling- 
ton dealers are able to supply ma- 


terials for all parts of the house. 
It lists in four columns the types 
and kinds of equipment for which 
these loans are available, thus 
suggesting improvements which 
many home owners might not 
think of in this connection. The 
“editorial” emphasizes that the 
loans and material are for Bur- 
lington homes—making the adver- 
tisement particularly interesting to 
residents of the community—the 
local touch is there. 

The four-column advertisement 
at the bettom of the page, lists 
under individual headings, the fi- 
nancial and business institutions 
interested in providing National 
Housing Act loans. The “editorial” 
section in the two center columns 
quotes the endorsement of a bank 
president on the FHA lending 
plan. Concrete gate posts are 
featured in the upper part of the 
column—readers are told of the 
ornamental value of concrete gate 
posts and of the procedure for 
properly utilizing them. 

These ads attract attention to 
the cooperating stores and finan- 
cial institutions at once emphasiz- 
ing the home owner’s opportunity 
to modernize on his own terms. 





Home Modernizing 
Information 





Concrete Gate Posts —"Tasurence 
Have Ornamental Value 
, a Wm. H. Edwards 


Maroney 1808 
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See Arrangement of Hardware Age Interchangeable Fixtures for this window below 




















Outdoors Win 


NE of these fine spring 

mornings the boys and 

girls of your selling area 
are going to demand a certain 
quantity of outdoor play equip- 
ment. But how much? That is 
the question that you must turn 
over in your mind now—before 
you get ready to put in your win- 
dow displays. Every good adver- 
tiser knows that the item to offer 
and bear down on is that which 


72 





people are demanding. When that 
fine morning arrives let your de- 
mand be expanded to its greatest 
potentialities, by having fed the 
imaginations of the youngsters for 
weeks previous. 

These window suggestions will 
build up a stronger demand than 
you could hope to have if you de- 
pend upon the natural needs. The 
wheel goods window is a simple 
job for the sign writer. The “O’s” 


dows Now! 


in the “Rolling Along,” made to 
represent wheels can be turned 
into motion displays by attaching 
them to electric fan shafts in the 
back of the display. 

The easy copying chart will 
make a simple job of the ball 
player, and the regular ball bat 
inserted in the hole and supported 
by a fine thread will add realism 
to the display. 

Get bright spring colors, such 
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as yellows and greens in these 
windows. They suggest sunshine 
and fresh air, adding to the appeal 
of the arrangement. 

Do not wait until the season is 
about to open and your demand 
begin. Many hardware dealers 
who get their full share of the 
business are showing lawn mow- 
ers before the snow is off the 
ground. They may not sell many 
at that time, but their customers 
are being trained to think of them 
just as soon as they need mowers. 
Other selling forces, such as cata- 
logs and direct mail pieces are at 
work when your merchandise is 
in the warehouse. You cannot 
show all the off-season items, of 
course, but getting them out well 
in advance of their season and 
showing them will help a lot. 

Watch Harpware Ace for sea- 
sonal suggestions well in advance, 
so that you can prepare these 
early installed displays. 
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How 


We Get Maximum Returns o 


By A. M. ROSENTHAL 


Advertising and Sales Manager, Peoples 
Hardware Stores, Washington, D. C. 


O BE where there are the most 
people in a spending mood is 
to get at least your fair share 
of business from them without in- 
creasing your advertising costs. Of 
course you can’t always move your 
store to be “where there are the most 
people,” but you can make your 
greatest advertising appeal during 
the big volume months. 

From your balance sheet or your 
profit and loss statement you must 
determine what sum to allot for your 
annual advertising appropriation. 
National figures go as low as .49 per 
cent of the year’s gross sales and as 
high as 2.5 per cent. Somewhere 
between these two figures is what you 
probably should spend. Let us as- 
sume that you decide on 2 per cent 
of annual gross sales as your adver- 
tising appropriation, and allocate it 
as shown on Table No. 1. 

When analyzed, Table No. 1 shows 
that each month has more or less 
carried its own load. In June, for 
instance, 10.12 per cent of the adver- 
tising appropriation has been spent 
to obtain 10.12 per cent of the year’s 
gross sales. This might appear to 
be an ideal system of budgeting an 
appropriation. But, before you form 
this conclusion, let me show you the 
system of budgeting the advertising 
appropriation used by the Peoples 
Hardware Stores, and then compare 
it with the plan illustrated by Table 
No. 1. Naturally, we prefer our 
method. 

We spend a great deal more than 
$900 a year for advertising, but hold 
rigidly to no more than 2 per cent 
of our gross sales as an appropria- 
tion. The important question, then, 
is to estimate late in the year what 
2 per cent of next year’s gross sales 
will be. We urge you to follow the 
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PROPORTION OF YEAR'S BUSINESS (%’'S) 
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Fig. A—This shows on a five-year average the percentage of the year’s business of 


Peoples Hardware Stores, that can reasonably be expected each month. 
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) same procedure. Study good statis- year, and get no appreciable increase 
~_— tical references and endeavor to an- in business. We did not want a situa- ee 
een ticipate next year’s business. Is it a _ tion such as is abitrarily pictured 
10 per cent increase or a 20 per cent _in Figure B for March. This shows 
decrease? When this one vital fact an advertising expenditure of 11.2 
is ascertained, you can easily arrive per cent produced only 5.7 per cent Fig. B. Showing the proportion of 
ee at your next year’s advertising ap- of gross sales. Carry those figures “a, foals ae —— * 
propriation in actual dollars and further, and the advertising expendi- 
cents. ture may be shown as 25 per cent 
As an aid in budgeting the monthly _ of the year’s appropriation, and the 
— gross sales as 5.8 per cent, or a .| 
per cent increase in gross sales for 
a 13.8 per cent increase in advertis- 
ing cost. 
— TABLE NO. 1 We know from our graphs what 
Percentage Advertising Percentage months of the year offer the best ad- 
Hypothetical of Year’s Cost at of Year’s vertising opportunities and what 
Month Gross Sales Gross Sales 2 Per Cent Adv. Cost months are normally slow. In the 
a best months there is a direct relation- 
ae .. $2,317.50 5.15 $46.35 5.15 ship between advertising expenditure 
February ..... ... 2,340.00 5.20 46.80 5.20 and gross sales. Observe the months 
March Sides tien eis 2,925.00 6.50 58.50 6.50 of June or July in Figure B. If those 
——— ES S50 X-cctewe on 4,167.00 9.26 83.34 9.26 figures were carried further, we 
See are 4,990.50 11.09 99.81 11.09 would reasonably expect an appre- 
June ...........-, 4,554.00 - 10.12 91.08 10.12 ciable increase in gross sales with an 
eer .... 9,735.00 8.30 74.70 8.30 increase in advertising expense. 
rr ... 9,014.50 7.81 70.29 7.81 Our experience has been that, in 
September ........ 3,771.00 8.38 75.42 8.38 eo show messi, no eulictent henalt 
October ..... --+ + 4y369.50 9.71 87.39 9.71 is obtained from additional advertis- 
— heen Ree ppv a 76.14 8.46 ing expense; therefore we have re- 
_— EE ta kg ees 4,509. 10.02 90.18 10.02 duced our budget totals for slow 
= Berra pin ew months and have not hurt business. 
Total ........$45,000.00 100.00 900.00 100.00 (€ontinued on page 124) 
TABLE NO. 2 
expenditures, Peoples Hardware 
Stores prepared the graph shown Percentage : Percentage 
here as Figure A. This shows on a P of Advertising of 
= five-year average the percentage of Month Gross Sales Year’s Total Cost Year’s Total 
our year’s business that can reason- January .......... $2,317.50 5.15 $54.00 6 
ably be expected each month. With February ........._ 2,340.00 5.20 27.00 3 
| this before us, we then prepared March ....... . 2,925.00 6.50 36.00 4 
other graphs for each of the five ESS ear 4,167.00 9.26 72.00 8 
years. Figure B is a similar one, but a ele .. 4,990.50 11.09 117.00 13 
is not one of actual graphs used. RE ee ae: 4,554.00 10.12 117.00 13 
With five yearly graphs such as July ........... . 3,735.00 8.30 54.00 6 
Figure B before us, we very clearly August........... 3,514.50 7.81 54.00 6 
saw that in certain months of the September ........ 3,771.00 8.38 90.00 10 
year there was no relation between October ..... .... 4,369.50 9.71 90.00 10 
our advertising expenditures and the November ........ 3,807.00 8.46 72.00 8 
J gross sales “earned” therefrom. In December ........ 4,509.00 10.02 117.00 13 
January, for instance, we might —_—_—- cnsceneianeite 
siness of spend twice as much as the previous Totals ... . $45,000.00 100.00 900.00 100.00 
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Milwaukee, Wis., 
hardware dealer 
has a way to make 





‘Cheap Paint’ Customers 
Become Quality Paint Patrons 


OW do you handle the cus- 

H tomer who comes into 

your store and asks for a 

can of the “cheapest paint you've 
got” ? 

L. J. Koester, owner of the 
Koester Hardware Co., Milwau- 
kee, Wis., welcomes the oppor- 
tunity to talk to such customers, 
for he sees in them an ultimate 
prospect for quality paint. 

Mr. Koester does not handle the 
so-called “cheap” paint, but he 
doesn’t tell this to customers. He 
shows them a can of the lowest 
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priced paint he carries, which 
happens to be of a very good 
grade. 

If the customer says, “That 
costs too much. I can get a can 
of that color paint at the store 
down the street for 30 cents less. 
Why should you be so much 
higher than he?” 

Ordinarily some merchants 
would be embarrassed if such a 
question would be put to them. 
Some would think that the cus- 
tomer harbored the suspicion that 
he was making too much profit on 


each sale. Others, again, might go 
into a labored explanation of how 
the independent cannot sell as 
cheap as a chain store, that his 
overhead is higher and that he 
cannot buy in such large quanti- 
ties, therefore paint costs him 
more, and the like. 

But not Mr. Koester. “My 
prices are higher because I sell a 
paint that has that cheap grade 
you're talking about beat all hol- 
low.” 

“That’s what you say,” returns 
the customer. “How can you 
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prove what you claim? I’ve only 
your word for that.” 

Whereupon Mr. Koester smiles 
pleasantly. “I’m not asking you 
to take my word for it. Experi- 
ments have proved that quality 
paint goes considerably farther 
than the cheaper grades of paint 
sold by the store you mention. 
All right, if you want to look at 
it from the price angle alone, 
when you buy a can of my quality 
paint it will go farther than a 
cheaper grade. If it goes farther, 
then you must allow for that addi- 
tional coverage. My paint is 
higher than the other fellow’s, but 
it goes farther. Allow for that 
difference and you have to buy 
more of the other fellow’s cheap 
paint than you do of mine for the 
same job. Isn’t that so?” 

“Well, yes,” admits the cus- 
tomer, grudgingly. 

“Fine,” says Mr. Koester. “Now 
that isn’t the only factor. The 
quality paint I sell will do a much 
better job. The finish will be 
smoother, brush marks will be 
eliminated if you apply it cor- 
rectly and you will be immensely 
pleased. And in so far as my 
paint, because it goes farther, will 
take care of the price difference 
between the two paints, you are 
farther ahead in the long run by 
purchasing mine; isn’t that so?” 

The customer blinks. “Say, I 
hadn’t thought of that. I’ve al- 
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ways heard that quality paint 
looks much better when it is ap- 
plied.” 

“Of course it does,” says Mr. 
Koester. “I’ve been in homes 
where people have had sad ex- 
periences with ‘cheap’ paint. They 
have put on several coats in nu- 
merous instances and the finished 
job still looks like the first under- 
coating. Even the people them- 
selves know it doesn’t look right, 
but they were misled by the low 
price of this cheap paint. Their 
woodwork is full of brush marks 
and nothing but quality paint will 
remove the defects thus caused.” 


“I certainly wouldn’t want my 
job to turn out botchy,” offers the 
customer with a frown. “But 
times are still hard, and I thought 
I could save money by buying 
cheap paint.” 

“That’s what lots of people 
think,” offers Mr. Koester kindly. 
“l’m glad you were warned in 
time. I think so much of my reg- 
ular trade that I won’t handle a 
line of this cheap paint. I want 
my customers to patronize me reg- 
ularly every year and be satisfied 
with the paint they buy from me.” 

Usually, after such an intelli- 

(Continued on page 116) 


Farm Paint Profits Are Again 
Knocking At Your Door 


OST farmers can again be 
classed as “excellent” 
ate paint prospects. In re- 


cent years the average farmer has 
been forced to scrimp on paint, 
or do without it entirely. Now, 
due to the funds made available 
by banks cooperating with the 
Federal Housing Administration, 
farmers can satisfy their paint 
needs. Their needs, incidentally, 
are greater than ever before. For 
this reason, the farm paint market, 
which has been dormant for at 
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Both photos from the store of L. J. Koester, Milwaukee, Wis. 


MARCH 14, 1935 


least five years is destined to stage 
a strong come-back. Hardware 
merchants, who are alive to this 
unusual opportunity will not lose 
any time in going after farm paint 
profits. 

Although most farmers can 
readily qualify for FHA loans for 
the purpose of meeting their paint- 
ing requirements, many are now in 
a position to paint-up without bor- 
rowing. A new money source— 
the Agricultural Adjustment Ad- 
ministration has been supplying 
funds to farmers during the past 
two years. 8,861,095 benefit pay- 
ments, totaling $576,995,000 have 
been made for all types of crops, 
including *cotton, tobacco, sugar, 
corn, wheat, and for hogs pur- 
chased by the Government. The 
buying power of the farmer in 
1934 reflected an increase of 40 
per cent over that for 1933. 

Additional data, obtained 
through a survey made by the De- 
partment of Agriculture, shows 
that with partial recovery of his 
earning power the farmer has 
gone on record as being willing 
and ready to borrow more than 
one-half billion dollars for re- 
placement, repair and renovating 
his home. This estimate does not 
include the requirements of barns, 
outbuildings, water systems, wind- 
mills, fences, or other permanent 
farm equipment. As it is believed 
that approximately the same 

(Continued on page 116) 
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The Jasper Pulaski 
Game Reserve in In- 
diana which was cre- 
ated by filling in a 
portion of a drainage 


ditch. 





UNTING restrictionists 
have started a_ strong 
movement for a year round 


closed season on all hunting of 
migratory waterfowl. A_ bill, 
which would prohibit the shooting 
of waterfowl has already been in- 
troduced in Congress. If the 
movement succeeds, hardware 
merchants, who handle guns, am- 
munition, and related hunting sup- 
plies, are bound to suffer. Such 
equipment as is required for hunt- 
ing migratory game cannot be 
sold if no opportunity exists to 
use it. A new Federal regulation 
issued on Feb. 2 and announced 
on page 90 of the Feb. 28 issue of 
HarpwareE AGE, already provides 
that migratory game birds may 
not be taken “with or by means 
of any automatic-loading, or hand 
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operated shotgun capable of hold- 
ing more than three shells, the 
magazine of which has not been 
cut off or plugged with a one- 
piece metal or wooden filler in- 
capable of removal through the 
loading end thereof, so as to re- 
duce the capacity of said gun to 
not more than three shells at one 
loading.” 

Those who are closely in touch 
with the growth of the restriction- 
ist movement are certain that 
something must be done to aid 
waterfowl restoration in such an 
effective manner that the necessity 
for a closed season will be elimi- 
nated. With this objective in mind 
More Game Birds In America, 
Inc., 500 Fifth Avenue, New York 
City, a foundation organized as 
its name implies, to increase the 
number of game birds in America, 
has launched a National Water- 





fowl Refuge Contest. Hardware 
merchants can be of invaluable 
aid in bringing the contest to the 
attention of their sportsmen cus- 
tomers, and in sponsoring and 
participating in the establishment 
of local refuges of such charac- 
ter that they may be entered in the 
contest, the conditions and rules 
of which are as follows: 


The Awards 


A total of $500 in cash and 20 
silver cups will be awarded those 
who, in the opinion of the judges, 
are responsible for the establishment 
and development of the 20 best 
waterfowl refuges (See Rule 3) 
anywhere within the continental 
limits of the United States between 
Jan. 1, 1935, and Dec. 1, 1935. 

The cash and cup prizes offered 
by the foundation are: First prize, 
$250 and a silver cup; second prize, 
$100 and a silver cup; third prize, 
$50 and a silver cup; fourth 
prize, $50 and a silver cup; fifth 
prize, $50 and a silver cup, and 
sixth to 20th prizes—silver cups. 
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To Obviate the 
Need for Year 
Round Closed 








Season — 


Refuge Contest Is Launched 


It is anticipated that additional 
prizes, such as for the best refuge 
in a given state, will be made avail- 
able for award under conditions 
specified by the donor and accepta- 
ble to the foundation. Such prizes 
will be in addition to those offered 
by the foundation and will be an- 
nounced as they are made available. 

In addition, every contestant who 
is responsible for the establishment 
and development of a complete ref- 
uge unit (See Rule 5) will be 
awarded an engraved certificate of 
merit, illustrated and signed by Me. 
J. N. Darling, famous cartoonist, 
now chief of the U. S. Bureau of 
Biological Survey. To win a cer- 
tificate of merit it is not necessary 
to win one of the first 20 prizes. 


Who May Enter 


Individuals and _ organizations, 
such as nature clubs, Boy Scout 
troops, women’s clubs, American 
Legion Posts, service clubs, sports- 
men’s associations, 4-H clubs, Izaak 
Walton League chapters and civic 
organizations may enter this con- 
test and compete for a cash, cup or 
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certificate prize. In doing so they 
may use the cooperation and ser- 
vices of Federal, state or local gov- 
ernment agencies, including public 
relief agencies. Government agen- 
cies, such as park departments, 
county boards, and state game de- 
partment shall not be eligible for a 
cash or cup prize but may enter the 
contest for a certificate of merit. 
Intention to enter the contest must 
be given to the foundation by each 
contestant on a blank available free 
from the foundation. There is no 
charge for entering the contest. 
Prizes will be awarded by direction 
of a board of seven judges whose de- 
cision shall be final. All prizes will 
be awarded as soon after Jan. 1, 
1936, as the judges have rendered 
their decision. 


Rules Governing Awards 


Rule 1—Only those contestants 
whose notices of entry are post- 
marked before midnight, May 31, 
1935, shall be considered by the 
judges for award of one of the first 
20 prizes. 

Rule 2—Each waterfowl refuge 


must be a new project started not 
earlier than Jan. 1, 1935. 


Rule 3—The following require- 
ments and the extent to which they 
have been provided will be consid- 
ered in judging and awarding 
prizes: 


(a) Attractions provided or al- 
ready available for wild 
ducks, geese, or swans—such 
as food, cover and _ live 


decoys. 

(b) Provisions for continuing the 
existence and upkeep of the 
areas as a waterfowl refuge. 

(c) Protection for the birds, such 


as posting, control of natural 
enemies, and fencing. 

(d) Funds, materials, labor, ser- 
vices or other means used in 
the establishment and de- 
velopment of the refuge. 


Rule 4—Evidence of the estab- 
lishment and development of a 
waterfowl refuge must be submitted 
to the foundation by each contestant 
not later than Dec. 1, 1935, on forms 

(Continued on page 114) 
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By J. A. WARREN 


Managing Editor, Hardware Age 


ARDWARE dealers who 
H have, in the past, realized 
the value of paint on their 
own store buildings are now turn- 
ing to the application of the Na- 
tional Housing Act’s provisions 
for modernizing business premises 
on the easy payment plan. Scan- 
ning a booklet issued by a large 
manufacturer of store-front prod- 
ucts, one is impressed with the low 
costs that prevail for transforming 
old and dilapidated buildings into 
modern, eye-catching business 
places. 

One dealer had been paying a 
monthly rental of $300 for his 
store space and decided to correct 
the situation by some careful plan- 
ning. He sought a less expensive 
location close by. The condition 
of the store front where he decided 
to move to was bad—paint had 
not been renewed in years, win- 
dows were too narrow at the front 
and the general appearance would 
have counted it out with most 
dealers looking for a new location. 
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Main St. 


Force of example will advance the cause 


of modernization. New and modernized 


store fronts, much needed, can now be 


installed through FHA funds. 


The rent was only $30 a month. 
Securing a long lease and the 
privilege of installing a new front, 
the dealer took the place. A thor- 
oughly modern ‘and attractive 
front cost less than $1,000. The 
place encouraged word-of-mouth 
advertising—being known as “the 
store with the new green and black 
front.” The saving in rent alone 
was considerable, but the propri- 
etor states that during the latter 
half of 1934 business was 40 per 
cent better than for the same pe- 
riod in 1935. 


Solving His Problem 


That is the story of a dealer 
taking his own problem apart and 
rebuilding it, but today the FHA 
makes it a simple matter for any 
merchant whose credit is satisfac- 
tory to modernize and get in step 
with modern retail requirements. 

Polished black Carrara glass, 


wide expanses of plate glass and 
metal frames place the hardware 
store in the position of receiving 
its full share of attention on the 
business street. Customers are 
constantly exposed to the charms 
of other stores, in various lines, 
and much of the loss complained 
of by hardware dealers could be 
traced to the appeal of more at- 
tractive stores that old and new 
customers are showing a prefer- 
ence for. Even old customers can- 
not be held indefinitely by the out- 
moded store. Even if the FHA 
had not been brought into exis- 
tence it would have been a neces- 
sary step for many retailers to 
modernize in order to keep their 
businesses from slipping. 

The Act, combined with the en- 
gineering advice provided by the 
manufacturers of store-front ma- 
terials, bring modernization well 
within the reach of the average 
retailer. 
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Lack of cash is no obstacle to 
modernization. Under the terms 
of the National Housing Act, own- 
ers of stores and other commercial 
properties can borrow from regu- 
lar lending agencies up to $2,000 
for modernization and repair from 
authorized lending agencies. 
Loans are repaid monthly over a 
period of as much as five years. 
No mortgage is taken, no endors- 
ers are necessary other than hus- 
band or wife. The sole require- 
ments are a good credit standing 
and proved ability to make all 
payments promptly. A lessee is 
eligible, provided the lease extends 
at least six months beyond’ the 
date of the final payment on the 
loan, and provided further that 
the lease includes a requirement 
that the lessee be responsible for 
repairs and improvements to the 
property. 

Store owners, whether or not 
they operate the business, will find 
it advisable to keep the premises 
up-to-date and in good repair, for 
a modern store is not only con- 
ducive to good business, but easi- 
ly rented as well. If cash is not 
available, a loan under the Mod- 
ernization Credit Plan is an ex- 
cellent means of putting a busi- 
ness property on a better paying 
basis. 

Merchants are already feeling 
the effects of the Better Housing 
Program; hundreds are telling the 
Federal Housing Administration 
of increased business, and manu- 
facturers and other business firms 
are undertaking millions of dol- 
lars worth of modernization and 
expansion in order to handle the 
large volume of business resulting 
from the program. 
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Comes Up tor Modernization 


a 


In a small New York State town, this building appeared decidedly 
unattractive (see other photograph) until the owner decided to 
bring it up to 1935 standards of business appearance. The black 
carrara and jade carrara structural glass, metal frame and new plate 
glass products amounted to $443. There were preparatory changes to 
the old building which added labor and material costs to this 
amount, but the building, which is 45 years old, has increased in 
renting value 50% since modernizing. In its life it has served as a 
cutlery factory, wire nail factory, office furniture factory and garage. 
It is now used for making money for its occupants. Local com- 
ments are so favorable and frequent that much of the total of 
$2,100 spent on it could be charged to advertising. ° 


Modernization means profit. tract it—and are best prepared to 


Even the merchant who operated 
at a loss last year would be wise 
to look about his store and plan 
some immediate changes. A mod- 
ernized environment, by helping 
the merchant to compete success- 
fully, can help change a losing 
proposition into a lucrative one 
within a comparatively short time. 
The Federal Housing Administra- 
tion’s Better Housing Program is 
creating new business, and that 
business is going to those who at- 


handle it. 

Example is one of the most 
potent forces in getting people to 
spend money. Many a retailer 
has learned that a house painted 
in the middle of a block of homes 
needing paint will mean a whole 
row of new paint jobs. If you 
wish your community to come out 
of its cyclone cellar and spend 
money with you, try coming out 
into the sunshine of a new store 
front and see what happens. 
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Butfalo Dealers 
Advertise 


Cooperatively 


by KENNETH A. HEALE 


Associate Editor, 
HARDWARE AGE. 


TARTING Nov. 7, 1934, with 
~ a double page spread in a 
local daily newspaper 28 
hardware stores in Buffalo, N. Y., 
and vicinity have since advertised 
cooperatively as the Reliable 
Hardware Stores. The group now 
has 29 members and has received 
applications from several more 
stores. Activities are confined to 
cooperative advertising. Space 
used has varied from the largest 
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part of two columns to one and 
two pages. 

Many of the items are illus- 
trated, with cuts of actual mer- 
chandise supplied by manufac- 
turers being used wherever possi- 
ble, although the organization has 
used cuts to show a type of article 
rather than a specific brand. At 
present members pay $12.50 per 
month. The initial fee from each 
member was $12.50. When the 
present advertising contract for 
25,000 lines expires the group is 


going to contract for regular space 
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in another paper in Buffalo which 
it feels will better meet its needs 
—as it is said to be read in 83 
per cent of those homes in which 
English papers are read and that 
in smaller cities and towns close 
to Buffalo the percentage is as 
high as 97 per cent. Under the 
new schedule dealers will con- 
tribute $15 monthly. 

Each advertisement shows the 
official insignia of the Reliable 
Hardware Stores and the address 
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Cooperative 
Hardware Dealer 
Advertising! 


The Advertising Groups that 
are being organized through- 
out the country are an an- 
swer to a challenge to meet 
present day merchandising 
methods. 
* * * 

The money cramps that the 
average American person has 
felt in the last five years have 
made them price minded. It 
has become the style to shop; 
to buy at as low a price as 
possible. 
Through advertising is com- 
bined the advantages of carry- 
ing the bid for business be- 
yond the store and show win- 
dows and the advantages of 
that personal friendly con- 
tact that all independent 
merchants can give their cus- 
tomers. 
—F. E. Philipps, Secretary 

Reliable Hardware Stores 

Group, Buffalo, N. Y. 
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of each store—grouped according 
to locality. Prices are prominently 
shown—copy is brief and_in- 
formative and is prepared by the 
advertising committee. 

F. E. Philipps, Philipps Bros., 
secretary of the group, says: “The 
advertising groups that are being 
organized throughout the country 
are an answer to a challenge to 
meet present day merchandising 
methods. The money cramps that 
the average American person has 
felt in the last five years have 
made them price minded. It has 
become the style to shop; to buy 
at as low a price as possible. 

“The advertising of department 
and chain stores and mail order 
houses, has recognized this condi- 
tion and has been able to draw 
business to them through constant 
advertising. The neighborhood 
hardware store has had to take 
what it could get. Advertising in 
a city wide, paid circulation news- 
paper as an individual store has 
been way beyond its reach. 
Through an organized group it is 
able to meet competition and in 


many ways beat it. Through group 
advertising it has the benefit of 
advertising at a nominal cost, and 
has the benefit of the selling and 
merchandising experience of all 
the other neighborhood hardware 
dealers.” 

In a recent address Mr. Philipps 
said: “Through a group such as 
ours each member can meet this 
intensive bid for his business at a 
cost well within the means of even 
the smaller hardware stores. We 
sell space in our ads to manufac- 
turers of advertised products and 
to them the merit of our type of 
organization is recognized and we 
have little trouble securing as 
much of this type of advertising 
as we want. At the start we had 
to confine our ads to very general 
hardware items but through a 
gradual building up of our ads we 
will unify our stock and simplify 
much of our problems in this re- 
spect. 

“Through competitive bidding 
on items we can probably save the 
cost of this advertising on the sav- 
ings as compared to the usual ad- 
vertising prices. The jobbers have 
found out that if we accept their 
bid on an item usually our com- 
bined purchases of that item 
means a hurried order to the man- 
ufacturer of more stock, and the 
manufacturer is willing to coop- 
erate”, 

Members are asked to display 
the weekly ads in their windows 
and have been provided with 
orange, black and white cards of 
small size to show in their win- 
dows and in the store. Plans are 
being made for decalcomanias and 
large metal signs—to be placed at 
an angle from the store—showing 
the emblem of the organization. 

Some of the earlier advertise- 
ments showed a diagram indicat- 
ing the location of each member 
store and special sales items, for a # 
limited time have been featured 
—a nine-cent sale being included 
in the first ad. It is the policy 
of the organization’s members to 
sell items they advertise at a 
profit. 

Weekly the advertising commit- 
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tee meets to select and price items 
and usually has advertisements 
ready three weeks in advance. Re- 
quests for bids are sent out four 
weeks in advance, successful bid- 
ders being notified three weeks in 
advance of an advertisement. Bul- 
letins are sent to dealers three 
weeks in advance of advertise- 
ments to allow them plenty of 
time to order their stock. When a 
dealer has an item in stock of 
equal value he may use it. Most 
items advertised have been carried 
by all dealers. 

Wholesalers cooperating with 
the group are: The Buffalo Whole- 
sale Hardware Co. and Weed & 
Co., both of Buffalo, and the W. 
Bingham Co. and the George 
Worthington Co., Cleveland, Ohio. 

The plan is not one of coopera- 
tive buying, dealers put through 
their own orders. New members 
may be admitted to the group only 
by unanimous vote. 

The executive committee and 
advertising committee meet to- 
gether every Friday night. Plans 
call for a group meeting every 
second Friday. 

Present advertising committee 
members are: Walter Keitsch; 
George Gleber, G. H. Gleber & 
Son; Walter Grieser, A. H. Grieser 
& Son; Arthur G. Fisher, Summit 
Electric & Hardware, and W. J. 
Nitschke, Tri-Abbott Hardware. 
One member is replaced each 
month. 

Officers are: E. O. Winegar, 
president; J. L. Winiewicz, Winie- 
wicz Hardware Co., vice-president 
and treasurer, and Mr. Philipps, 
secretary. Directors are: the offi- 


cers and B. Ebling, B. Ebling, 


Inc.; R. C. Roberts and Mr. 
Keitsch. 
84 


F. E. PHILIPPS 


PET TEE’S Jonah DAY 


E. O. WINEGAR 


HOME OWNED—HOME OPERATED—FOR 46 


“A badd OF A SALE” 


Officers of the Reliable 
Hardware Stores, 
Buffalo 


E. O. Winegar is president, F. E. 
Philipps, Secretary, and J. L. Winie- 
wicz, Vice-President 


Whale of a Sale 
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TOMORROW-ONE DAY ONLY-AT THE MAIN STORE 
— CAN‘T keep these old JONAHS around = longer There's @ 
.WHALE of a lot of them Some are 
goat but at the RIDICULOUS LOW PRICES ‘wave marked them 
they're bound to MOVE OUT 
IN'T miss this JONAH DAY Come down ng 
QUANTITIES are limited, so we expect a WHALE OF A 
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SECOND FLOOR JONAHS 


IN SIX REDUCE 


ad, used by the 
large hardware firm 
of W. J. Pettee, Ok- 
lahoma City, Okla., 
filled the store with 
eager buyers of mer- 
chandise that was 


some are not so 


tomorrow morn 
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out all the slow mov- 
ing items and calls 
them “Jonahs.” “A 
Whale of a Sale” ap- 
pealed to the imagin- 
ation of the public, 
and F. S. Lamb, 
President of the firm, 
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May Exempt All Retailers from National 
Codes Under Proposed Future 
NRA Developments 


By L. W. MOFFETT 


Washington Representative of 
Hardware Age 


O the retail hardware trade 
the outstanding matter of 
interest in the President’s 
message to Congress asking for a 
two-year extension of the National 
Industrial Recovery act was the 
expression of Senator Pat Harri- 
son, of Mississippi, chairman of 
the Committee on Finance. Strong 
administration supporter, Senator 
Harrison will be in charge of the 
NRA legislation in the Senate. 
Hence his remarks on the legisla- 
tion are given unusual signifi- 
cance. 

While the Senator neither said 
nor implied that he was reflecting 
the administration view, he de- 
clared that the jurisdiction of the 
NRA should be confined to in- 
dustries and trades in interstate 
commerce. 

“This suggestion will exclude 
those local trades and service in- 
dustries which should be left to 
local government so far as any 
regulation is necessary,” said Sen- 
ator Harrison. 

Translated into law this would 
mean that retail hardware and 
other retail lines would be re- 
moved from national codification. 
Instead it will be left to the states 
to control retail and service trades. 
Ever since the Recovery Act was en- 
acted there has been a question as 
to whether it could assume control 
over retail and service trades. The 
argument has been made that they 
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Being Intrastate Businesses, Retail Trades Would Be 
Subject Only to Local Governmental Regulations W here 
Necessary, Says Sen. Pat Harrison. Hearings Will 
Be Held That Retailers May Express Preferences for 
This Plan or for Continuation of Present National 


Codification Efforts 


concern intrastate commerce only 
and cannot properly be subjected 
to Federal jurisdiction. Some 
court decisions have sustained this 
view. On the other hand a con- 
trary view has been held both by 
important legal sources as well as 
courts. The trades generally have 
favored NRA control, and are con- 
cerned over the possibilities that 
the Blue Eagle will be taken from 
them by the Federal government 
and the matter of regulation 
against unfair trade practices be 
left to the discretion of the states. 
NRA officials claim that the 
states are showing increasing in- 
terest in adopting NRA laws. 
Some of them clearly are sym- 
pathetic to the idea of leaving the 
retail and service trades to the 
states. While on the whole retail 
lines have not been a vexing prob- 
lem to the Blue Eagle, some of 
them are distinctly troublesome 
and enforcement has completely 
broken down. 

Hearings will be held on the 
proposed legislation and it has 
been pointed out that if retailers 
desire further NRA control by the 
Federal government they would 
do well to see that they are given 
a hearing before both the Senate 
Finance Committee and the House 
Committee on Ways and Means, 
the two committees which will 
handle the NRA legislation. Rep- 


resentative Doughton heads the 


Ways and Means Committee. 

The President’s message asked 
that the Recovery Act be extended 
for two years, that the flexibility 
of its process be maintained and 
that standards as to wages and 
hours be continued. A more de- 
tailed program was set forth on 
behalf of the administration in a 
letter directed to Senator Harri- 
son and Representative Doughton 
by Donald R. Richberg, director, 
National Emergency Committee. 

The letter was not disclosed. 
However, it is reported that it pro- 
poses permanent NRA control of 
business and an ultimate reorgan- 
ization of NRA machinery so that 
it would be administered by a 
neutral board of men chosen from 
public life for their knowledge of 
and experience in industrial and 
labor affairs. 

Price protection would be con- 
tinued but outright price fixing 
would be barred by even stronger 
provisions than now exist to pre- 
vent it. Open price filing, where 
actually adhered to in its fullest 
sense, would be encouraged and 
price cutting vigorously opposed. 
Discussing price control, Mr. 
Richberg said it was up to Con- 
gress to decide “if it wants 
monopoly left with all its weap- 
ons” by prohibiting “stop-loss” 
provisions in code, a subject of 
controversies within the retail 
trades. 
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Special Combination Rail and Water Rates 
Now Available for Miami Convention Delegates 


Hardware men muy obtain special convention round trip fare 
using steamer both ways or steamer one way and rail one way. 
Special cruise trip arranged by HARDWARE AGE sails from 
New York, Wednesday, April 3, 1935 at 3 p.m. Arrives Miami, 
Saturday, April 6. Special rate tickets good for 30 days 


Wholesalers and manufactur- | 


ers attending the Southern con- 
vention at Miami, Fla., April 8 
to 11, 1935, now have a choice 
of a round trip by boat or may 
take the steamer one way and 


| 


| 


the railroad one way at special | 


convention round trip low fares. 
The special round-trip rate by 
water is $60 on the trip arranged 
by Harpware AGE at the request 
of a group of regular convention 
participants. This rate includes 
meals and staterooms both ways. 
The special one-way steamer and 
one-way rail rate is $58.55 but 
does not include either meals or 
Pullman accommodations. 

The special trip arranged by 
this publication is aboard the S.S. 
Iroquois, sailing from Pier 34, 
North River, New York City on 
Wednesday, April 3 at 3 P. M., 
arriving in Miami on Saturday, 
April 6. This schedule provides 
a splendid, health-giving, enjoy- 
able trip by sea and permits 
ample time for golf, fishing, boat- 
ing, swimming or tennis before 
the convention opens on Monday 
night, April 8. Returns sailings 
are available from Miami every 
Saturday and Tuesday at 4.30 
P. M. ariving in New York three 
days later, early in the morning. 
A full program of “at-sea” diver- 
sions are planned for steamer 
trips in both directions with 
plenty of time for relaxation. 

It is interesting to note among 
the reservations for boat accom- 
modations, delegates from west- 
ern cities who plan to drive or 
come by train to New York a few 
days before the 
either on business or pleasure. 

The American Hardware Man- 
ufacturers’ and the Southern 
Hardware Jobbers’ Associations 
plan full and complete programs 
with joint sessions which proved 
so successful last year at Hot 
Springs, Ark. Headquarters are 
at the Miami-Biltmore Hotel with 
special convention rates in force. 
The early reservations on the 


steamer and at the hotel, will ob- | 
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sailing date, | 


| Clyde-Mallory 
North River, New York City or 





tain the better accommodations. 

For superior accommodations 
on the steamer nominal extra 
charges are made averaging from 
$12 to $30 per person, per round 
trip, depending upon the require- 
ments of the passenger. 


Full particulars, reservations, 


rates, etc., are available from the 
Lines, Pier 34, 


from the company’s offices at 
1114 Lincoln-Liberty Bldg., Phila- 
delphia or 50 Franklin St., Bos- 
ton, Mass. 








re 


Golf Club at the Miami-Biltmore Hotel, Miami, Fla. Convention Headquarters 





Gottschalk’s Metal Sponge Patent Held 
Valid and Infringed by U. S. Appeals Court 


At the recent term of the U. S. 
Circuit Court of Appeals for the 
First Circuit, the patents issued 
for the method of and apparatus 
for making Gottschalk’s Metal 
Sponge were held valid and in- 
fringed. The case was that of 
John W. Gottschalk Manufactur- 
ing Company et al., plaintiffs 
and appellants, vs. Springfield 
Wire and Tinsel Company, de- 
fendant and appellee. 





The decision handed down by 
U. S. Court of Appeals brings 
to a conclusion litigations which 
have extended back over a period 
of several years. The final de- 
cree in favor of the plaintiffs 
definitely establishes the fact that 
Gottschalk’s Metal Sponge was 
first introduced by the John W. 
Gottschalk Manufacturing Com- 
pany about 1926, and in the eight 
years since over twenty-five mil- 
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lion of Gottschalk’s Metal 
Sponges have been sold to the 
American housewife. 

At the time when Gottschalk’s 
Metal Sponge was first manufac- 
tured there were upon the mar- 
ket a variety of cleaning devices 
made of material having a core 
of cotton or jute around which 
a thin flat wire was wrapped. 
These were objectionable _ be- 
cause the core absorbed grease 
and was not easily cleaned. In 
the Gottschalk product the wire 
curls have no core, thus being 
free from this objection. 

Gottschalk’s Metal Sponge is 
today marketed in a number of 
forms. These are: Gottschalk’s 
Hand-L-Mop, Kitchen Jewel, 
Bronze Ball and Triple Pack. 
These are household items. In 
addition, there is the Bacteria 
Chaser, a metal sponge especial- 
ly designed for the dairy and ice- 
cream trade. This is made in 
two forms, stainless steel for use 
on stainless steel utensils, and 
special bronze alloy for cleaning 
copper and tinned surfaces. 





D & R MFG. CO. TO 
MAKE CLEANER, POLISH 


The D & R Mfg. Co., Inc., 
Niagara Falls, N. Y., was recent- 
ly formed to make Chroma, a 
combined cleaner and polish for 
chromium plating. General of- 
fices are located in the Market 
Arcade Bldg., Buffalo, N. Y. 
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Executive Changes, Meet- 
ings, Current Events in 
the Hardware Trade 
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BALTIMORE DEALERS 
REELECT JOHANNESEN 


| R. K. Carter & Co. 65 Years in Business 


Held in the form of an Oyster | 


Roast at Schmitt’s Sea Food 
House, Pennsylvania Ave., Bal- 
timore, Md., the February meet- 
ing of the Baltimore Retail Hard- 
ware Association was attended 
by thirty-seven. Following their 





ERNEST JOHANNESEN 


sea food meal the members held 
a brief meeting to elect officers. 
Ernest Johannesen was reelected 
president, although he asked to 
be relieved of the office which he 
has held for fifteen years. Car- 
roll D. Rudolph, vice-president ; 
George F. Schumann, treasurer, 
and Charles J. Ritterhoff, secre- 
tary, were also reelected. 
William Ewald, Association of 
Commerce, spoke to the organi- 
zation and W. E. Weddings, Re- 
tail Hardware Association of 
Washington, D. C., extended his 
group’s greetings to the Balti- 
more dealers and invited them to 
attend the Washington Associa- 
tion banquet to be held in March. 


F. A. FENTON HEADS 
DEVLIN N. Y. OFFICE 


Fred A. Fenton has _ been 
named sales representative in 
charge of the New York office 
of The Thomas Devlin Mfg. Co., 
Inc., Burlington, N. J., located 
at 30 Church St. George P. Cart- 
wright, formerly in charge of the 
New York office, has returned to 
headquarters at Burlington, N. J., 
where he will be in charge of 
national sales. J. Harry Petty 
has been named to complete the 
staff in the New York office. 


MARCH 14, 1935 





Founded in 1870 by Robert K. 
Carter, R. K. Carter & Co., New 


York City, buyers of hardware, | 
mill, railway, plumbers, electrical | 


and mining supplies tc., for 
wholesale distributors celebrated 
last month its 65th anniversary. 
To commemorate the event the 
company is using a blue and 
gold seal on its correspondence 
which reads “R. K. Carter & 
Co.—1870—1935—65 Years of 
Experience and Service.” 

Offices of the company are 
maintained in New York City 
and Pittsburgh, Pa., where a 





B. F. HARRISON 


personnel of experienced buyers 
and statistical experts purchase 
market requirements in the vari- 
ous lines it handles. 

Present officers of the company 
are: Alfred C. Greening, presi- 
dent; William B. Paulscraft, 
vice-president and Benjamin F. 
Harrison, treasurer. Mr. Green- 
ing received his early training 
with the former Stollberg, Clapp 
& Briggs organization, now Stoll- 
berg Hardware & Paint Co., 
Toledo, Ohio, wholesale hard- 
ware distributors. He served 
that company as price clerk, 
traveling salesman, buyer and 
vice-president, joining the Carter 
company in 1893 opening its 
Pittsburgh office. Later he went 
to New York as secretary and 
treasurer and was elected presi- 
dent in 1904. 

Mr. Paulscraft was for 11 
years with Sargent & Co., New 
Haven, Conn., leaving there to 
be assistant manager of the Hard- 
ware Buyers Association, in 
which capacity he served for 10 








years. He then went with the 
Carter organization, traveling ex- 
tensively”* later being in charge 








W. B. PAULSCRAFT 


of the Pittsburgh office and then 
was elected vice-president. He 
has been with the company for 
33 years. 

Mr. Harrison had several years 
of banking experience with New 
York financial institutions after 
which he joined the auditing de- 
partment of the American Axe & 
Tool Co. He has been with R. 
K. Carter & Co., for more than 
32 years, the last 17 years as 
treasurer. 

ELECT GRADOLPH V.-P. 
OF DeVILBISS CO. 

W. F. Gradolph, who has been 
associated for the past 24 years 
with the DeVilbiss Co., Toledo, 
Ohio, has been elected vice-presi- 
dent in charge of sales. 


COOPERATIVE GROUPS 
PLAN REGULATIONS 


Representatives of the Crown 
Hardware Stores, Toledo, Ohio; 
Eagle Hardware Stores, Cleve- 
land, and Independent Hardware 
Stores, Cincinnati, attended a 
meeting Feb. 21 of the Interstate 
Cooperative Hardware Adver- 
tisers at the Deshler-Wallick 
Hotel, Columbus, Ohio. J. C. 
Blaser, president, Eagle Hard- 
ware Stores and president of the 
=a group, declared that 
| 


jobbers and manufacturers co- 
operating with the advertising 
| groups were entitled to their sup- 
port. 
R. A. Chandler, Sylvania, Ohio, 
of the Crown stores and past 
president of the Ohio Hardware 
| Association, who is secretary of 
| the Interstate group, urged the 
| exchange of ideas, information 
and advertisements between the 
| different cooperative organiza- 
| tions. He was authorized to sub- 
mit regulations for the group for 
its approval. 
George Lee, Monarch Stores, 

| Inc., Detroit, cooperative adver- 
tising group, is vice-president of 
the Interstate Cooperative Hard- 
ware Advertisers. 





BRONX DEALERS’ BALL 
A DECIDED SUCCESS 


The first annual ball of the re- 
cently formed Bronx Retail 
Hardware and Housefurnishing 
Board of Trade, Inc., held on 
Feb. 17, at the Bronx Winter 
| Garden, Bronx, N. Y., was a most 
successful event from every 
standpoint. About 1500 people 
attended the ball which was pre- 
ceded by an hour of vaudeville 
entertainment. 

Guests were welcomed by 
Joseph Mensch, president of the 
organization, who, in a brief ad- 
dress, also thanked those present 
for their attendance at the affair. 








SNYDER, HALEY ARE 
MANUFACTURERS’ 
AGENTS 


H. N. Snyder, M. B. Haley and 
J. W. Haley have formed Sny- 
der, Haley & Co., Inc., to oper- 
ate as factory representatives at 
911 Western Ave., Seattle, Wash. 
The company will act as whole- 
sale distributors of locksmiths’ 
supplies, machine and wood 
screws, bolts, asbestos products. 
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Remington Promotes Strader and Wells 
—Other Sales Personnel Changes Made 





The Remington Arms Co., Inc., 
Bridgeport, Conn., has announced 
several changes in the personnel 
of its sales organization. 

Bernie E. Strader, formerly 
general sales manager of the 
Peters Cartridge Co., has been 
named director of domestic sales 
of the Remington Arms Co., Inc., 
and the Peters Cartridge Co. 
(Delaware). Clyde B. Wells, 
formerly assistant director of do- 
mestic sales of the Remington 
Arms Co., Inc., has been appoint- 
ed assistant director of domestic 
sales of the Remington Arms Co., 
Inc., and the Peters Cartridge 
Co. (Delaware). 

Messrs. Strader and Wells are 
among the youngest “old timers” 
in the sporting arms and ammu- 
nition industry. Both are very 
well known to the trade and 
have many friends all over the 
United States. 

Mr. Strader joined the sales 
organization of the Peters Cart- 
ridge Co. in 1915. A native of 
Louisiana he has been an ardent 
devotee of outdoor sports all his 
life, particularly hunting, fishing 
and golf. As a youth he played 
semi-professional baseball, being 
one of the outstanding pitchers 
of his league. He is particularly 
well suited for his present post 
having served his company in all 
sales capacities to general man- 
ager. 

Mr. Wells began his career 
with Remington in 1912 as a 


SEATTLE UTILITY STOPS 
SMALL APPLIANCE SALES 


Retailers in the Seattle, Wash., 
area carrying electrical merchan- 
dise were recently pleased by the 
decision of City Light, munici- 


pally owned utility, to discon- | 


tinue selling all low-cost elec- 
trical appliances. Only hot 
water heaters and ranges are to 
be handled by City Light in the 
future. Seattle’s privately oper- 
ated light utility, the Puget 
Sound Power & Light Co., gave 
up its general appliance lines 
some time ago. 

Merchandising of small elec- 
trical appliances by City Light, 
whose contractholders include 
large numbers of hardware deal- 
ers in the Seattle vicinity, had 
long been a tender subject with 
the trade. 


W. C. KATKER FORMS 
FAVORITE MFG. CO. 
W. C. Katker has organized 
The Favorite Mfg. Co., Piqua, 
Ohio, of which he is president. 
Mr. Katker announces that his 








CLYDE B. WELLS 


traveling salesman in the Kansas | 


territory. Seven years later he 
was made district sales manager 
for Arkansas and Oklahoma. In 
1927 his territory was increased 
to also include Texas, Louisiana, 
Mississippi, Tennessee and Ken- 
tucky. He became southwestern 
sales manager for the ten south- 
western states, with headquarters 
in St. Louis in 1932. In 1934 
he was transferred to the Bridge- 
port offices as assistant director 
of domestic sales. He is one of 
the country’s outstanding marks- 
men with the shotgun and holds 
a number of trapshooting records. 

George C. Lambert has been 
appointed assistant sales manager 





BERNIE E. STRADER 


(Del.), with headquarters at 
Bridgeport. Mr. Lambert has 
been with the Peters Cartridge 
Co. since 1906, serving for a 
number of years in the clerical 
department. F. J. Monaghan, 
formerly director of foreign sales 
of the Remington company, is 
now director of foreign sales for 
both Remington Arms Co., Inc., 
and the Peters Cartridge Co. 
(Del.) 

J. D. McDowell, formerly direc- 
tor of export sales of the Peters 
Cartridge Co., is now assistant 
director of foreign sales for both 
Remington and Peters. Henry 
P. Davis is now manager, sales 
promotion division, of both Rem- 





of the Peters Cartridge Co. 





company has taken over the re- 
pair part patterns for all Favor- 
ite gas ranges, coal heaters, coal 
stoves and warm air furnaces 
from the Favorite Stove & Range 
Co., which has been liquidated. 
He was formerly president of the 
Favorite Stove & Range Co. 

Mr. Katker announces that his 
company is planning to manufac- 
ture stoves of the cook stove and 
heater type as well as warm air 
furnaces. 


WESTINGHOUSE DEALERS 
MEET IN BUFFALO 


Three hundred and fifty deal- 
ers attended a recent meeting and 
banquet sponsored by McCarthy 
Brothers & Ford, Buffalo, dis- 
tributors for Westinghouse Elec- 
tric & Mfg. Co., in Buffalo, west- 
ern New York and northern 
Pennsylvania. Karr Parker, presi- 
dent, McCarthy Brothers & Ford, 
presided at the meeting, at which 
time the 1935 Westinghouse re- 





frigerator line was presented by 


ington Arms Co., Inc., and Peters. 


BOOKLET GIVES IDEAS 
FOR INCREASING SALES 


The University of Wisconsin, 
,University Extension Division, 
Bureau of Business Information, 
Madison, Wis., has prepared a 
booklet, “250 Ideas for Increas- 
ing Retail Sales,” a selection of 
practical and novel business 
builders which can be utilized at 
very little expense. This highly 
informative booklet is available 
at 50c. per copy. It quotes ideas 
from HarpwarE AcE and other 
leading business papers. 

Descriptions are brief and most 
of the ideas may be used in small 
stores as well as in large ones. 
This forty-page booklet is divided 
into nine different headings— 
Seasonal Ideas; Fashion Items; 
Catering to School Children; 
Getting the Customers’ View- 
point; Advertising Ideas; Win- 
dow and Interior Display; Spe- 
cialty Selling (Outside Selling) 
and Improving Salesmanship in 
the Store. 

Each idea has its own brief 





T. J. Newcomb. 


leading. 





E. R. NORTHROP JOINS 
R. K. CARTER & CO. 


Ellis R. Northrop has joined 
R. K. Carter & Co., New York 
City, as sales representative and 
will travel in the United States 
and Canada for the company. 
He began his business career in 
a retail hardware store in Mid- 
dletown, N. Y., the outgrowth of 
which is represented in the pres- 
ent establishment of Ayers & 
Galloway. Later he was in charge 
of the New York City office as 
manager for the J. Stevens Arms 
& Tool Co. When that office was 
discontinued he joined Sterling 
Tire Corp., Rutherford, N. J., as 
manager of the horseshoe pad 
department. Later he became 





ELLIS R. NORTHROP 


general manager of the 36 branch 
stores and vice-president. In this 
connection he was in close touch 
with the hardware jobbing trade 
in all parts of the United States. 
Later he was identified with 
Bryden Neverslip Co., New 
Brunswick, N. J., being manager 
of sales, until it was merged with 
several other companies. 

In his new capacity he will 
have an opportunity to use his 
broad experience in selling and 
his acquaintance in the hardware 
business to advantage. He is also 
a major in the U. S. Army 
Ordnance Reserve - Procurement 
Small Arms Division. 


E. T. HERNDON ELECTED 
SECRETARY TO VALSPAR 


Lawrence Phillips, president, 
Valspar Corp., New York City, 
has announced the election of E. 
T. Herndon as secretary and trea- 
surer of the Valspar Corp. and 
subsidiary companies. Following 
his college courses he spent two 
years with Hayden Stone & Co., 
investment bankers, and then for 
six years was with the J. Henry 
Schroder Banking Corp. Lately 
he has been a director and mem- 
ber of the executive staff of the 
Petroleum Heat & Power Co. 
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W. A. BOSE ELECTED 
BASSICK PRESIDENT 


William A. Rose has been 
elected president of the Bassick 
Co., Bridgeport, Conn., furniture 
and industrial caster and auto- 
mobile hardware manufacturers, 
a wholly owned subsidiary of the 
Stewart-Warner Corp. Mr. Rose 
was formerly vice-president and 





WILLIAM A. ROSE 


general manager of the Bassick 
company. The election of Mr. 
Rose as president marks a change 
in the administrative policies of 
the Stewart-Warner Corp. towards 
more closely coordinating activi- 
ties of its wholly owned sub- 
sidiaries. Heretofore, the presi- 
dent of the Stewart-Warner Corp. 
has also been president of all 
wholly owned subsidiaries. 

Mr. Rose will also be added 
to the board of directors of the 
Bassick Co. at the next directors 
meeting. The board will then 
be comprised of Mr. Rose and 
the members of the executive 
committee of the Stewart-Warner 
directorate. 

Officials of the Bassick com- 
pany announce that January, 
1935, sales were more than 50 per 
cent greater than in the same 
month of last year. 





A. N. PETERSEN HEADS 
WEISER HDW. SALES 


A. N. Petersen, former Yale & 
Towne representative on the Pa- 
cific Coast, has been named sales 
manager, Weiser Hardware Mfg. 
Co., Los Angeles, Calif., manu- 
facturers of builders’ hardware. 


JERSEY GROUP HEARS 
SALES MANSHIP TALK 


W. Roid, National Cash Reg- 
ister Co., Dayton, Ohio, addressed 
the February meeting of The 
North Jersey Hardware & Supply 
Association, at Newark, N. J., 
on salesmanship and store oper- 
ation at a profit. He spoke of 
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| the necessity of analyzing profit 
and loss statements in order to 
ascertain just where business 
losses occur. Mr. Roid showed 
that there are times when a de- 
partment, in which a large busi- 
ness is being done, when an- 
alyzed will prove to be showing 
a loss. Demarest Romaine pre- 
sided at the meeting. 


ELECT HANSSEN V.-P. 
OF COMMERCIAL GROUP 


Stan Hanssen, secretary, Han- 
son Scale Co., Chicago, IIl., has 
been elected vice-president of the 
West Side Commercial League of 
Chicago. The league which em- 
braces a district in the northwest 
side of Chicago has a member- 
ship of more than one hundred 
leading manufacturers in that 
district. It seeks to improve 
manufacturing conditions and 
watch legislation affecting busi- 
ness, 

Mr. Hanssen has long been an 
active member of the league. 





N. Y. BOOSTERS HEAR 
WM. B. WILLIAMS 


Wm. B. Williams addressed 
the N. Y. Hardware Boosters at 
their meeting in the Hardware 
Club, Saturday, March 2, 1935, 
New York City. The speaker, 
secretary of the Montclair (N.J.) 
Kiwanis Club and a _ former 
president of that body, gave a 
pep talk suitable for salesmen. 
E. R. Sandiford, HaARpwareE AGE, 
president of the Boosters, pre- 
sided. Secretary Oscar E. Watts, 
E. C. Atkins & Co., handled the 
duties of that office, and Roy C. 
Schmidt, Stanley Rule & Level, 
reported as entertainment chair- 
man. He announced that the 
Boosters, annual dinner would be 
held at the New Yorker Hotel, 
New York City, on March 21, 
1935, with tickets at the new low 
price of $4 each. 


| BATHROOM ACCESSORIES 
FIRM MOVES ITS OFFICES 


Reliable Metal Novelty Co., 
manufacturers of Ramco bath- 
room accessories and household 
wares, has moved from 165 W. 
2lst St., New York City, to 13 
W. 26th St., New York City. 





LINDSAY LIGHT CO. 
CHANGES ITS NAME 


The corporate name of the 
Lindsay Light Co., Chicago, IIl., 
has been changed to Lindsay 
Light & Chemical Co., according 
to an announcement by Charles 


L. Lindsay, III, vice-president of | 





the company. 





Hardware Boosters Annual Dinner 
| at New Yorker Hotel March 21 





Tickets Reduced to $4 with Bigger and Better 
Show and Dinner Arranged 


Thursday night, 
1935, will be gala night for 
hardware men in the Metropoli- 
tan area. On that night the 
Hardware Boosters hold their an- 
nual dinner party at the New 
Yorker Hotel, Eighth Ave. and 
W. 34th St., New York City, at 
7 p. m. Tickets have been re- 
duced to $4 per plate and reser- 
vations are already promising a 
large gathering. Even at this 
early date reservations from out- 
of-town hardware men are very 
encouraging. An unusually fine 
entertainment program has been 
scheduled to follow a_ special 
dinner which the committee has 
selected. The party will be held 
in the North Ball Room of the 
Hotel New Yorker. 

Roy C. Schmidt, Stanley Rule 
& Level Co., is chairman of the 
entertainment committee. Other 


members are Chas. Pincus, Stan- | 


ley Works; Oscar E. Watts, E. | 


C. Atkins & Co., and Chas. J. 
Heale, Harpware AcE. Tickets 
are available from any of these 
committee members. The early 
reservations get the choice lo- 
cations. 


KELVINATOR NAMES 15 
DISTRICT SALES HEADS 


Fifteen district sales managers 
were recently given the responsi- 
bility for sales operations in 
their various territories by Kel- 
vinator Corp., Detroit, Mich., by 
H. W. Burritt, vice-president in 
charge of sales. 

The district managers are: M. 
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S. Bandoli, C. L. Barlow, Otto 
Boyer, C. R. Brogan, C. V. Cal- 
kins, J. L. Conover, J. F. Cros- 
sin, H. A. Dahl, George Ewald, 
Lawrence Klein, L. I. Langley, 
Murray McLeish, C. D. Mitchell, 
H. L. Percy and J. B. Reeves. 








Sheboygan, 


Trilling, 
Wis., president, Wisconsin Re- 
tail Hardware Association, whose 
election was reported in the Feb. 
28 issue of HARDWARE AGE. 


Hugo 





INTERESTS DIVIDED 


Interests of the five members 
of the Ostrom family in the 
Evansville Hardware & Lumber 
Co., Inc., Evansville, Minn., have 
been divided. C. V. Ostrom has 
taken over the hardware business 
and Mrs. Oliver Spaeth has taken 
the lumber business which will 
be operated separately. 


Nutmeggers’ Party, Feb. 26, 
Attracts 237 Hardware Men 


Held in connection with the 
32nd annual convention of the 
Connecticut Hardware Associa- 
tion, Hotel Taft, New Haven, 
Conn., the annual Nutmegger 
party attracted 237 dealers and 
salesman. Held on Tuesday 
night, Feb. 26, 1935, it was an 
outstanding success and _ very 
generally enjoyed. Retiring presi- 


| dent, Harold G. Sullivan, A. G. 


Spalding & Bros., presided as 
toastmaster, but the work was 
done by entertainment chairman 
Howard Knapp, Corbin Screw 
Corp. He was assisted by Carl- 
ton Phillips, L. S. Starrett Co.; 
Stanley Mott, Devoe and Ray- 
nolds Co., and J. T. McCulloch, 
Robeson-Rochester Co. Follow- 
ing the dinner an entertainment 
bill was presented as were many 





gifts donated by both members 
and their dealer-guests. 


Brief comments from _ the 
speakers’ table were made by 
Saunders Norvell, | ex-Mayor 


Frank Quigley of New Britain, 
Conn.; Nelson Daniels, Willi- 
mantic, Conn., president of the 
dealer organization; Chas. Free- 
man, Branford, Conn., secretary 
of the same, and Chas. J. Heale, 
editor, HARDWARE AGE, a charter 
member who brought the greet- 
ings of the N. Y. Hardware 
Boosters. 

Elliot Paddock, Greenfield Tap 
& Die Corp., the new president 
of the Nutmeggers, was present- 
ed as were the other officers, in- 
cluding Secretary E. C. Sullivan, 
Holo-Krome Screw Corp. 
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H. A. Church Talks to Masback Salesmen CREEN HEADS ©. E. LAMP 


on Meeting Current Competition 


H. A. Church, general man- 
ager, Lux-Visel, Inc., Elkhart, 
Ind., addressed the sales meet- 
ing of the Masback Hardware 
Co., Inc., New York City, on 
Friday, March 1, 1935, explain- 
ing his “three times prime cost 
distribution” theories, on which 
subject his articles have ap- 
peared in Harpware Ace. He 
said that the wholesale hardware 
trade was never in better posi- 
tion to cope with current com- 
petitive problems and predicted 
the decline of chain store or 
“two times prime cost” distribu- 
tion at an early date. With E. 
R. Masback, president of Mas- 





back Hardware Co., he put on a 
dealer-salesman dialogue cover- 
ing the Masback dealer adver- 
tising and merchandising plan 
and also covering the cooperative 
dealer advertising programs in 
operation in many other parts of 
the country. Chas. J. Heale, 
editor, Harpware AcE, also 
spoke briefly on this subject, out- 
lining highlights of such plans 


he has studied. The remainder ' 


of the meeting was devoted to 
open forum discussion on the 
Masback and other plans that 
the sales staff might contribute 
from its experiences. 





WINCHESTER OFFERS 


SHOTGUN MAGAZINE PLUG | 


In connection with the ruling | 
© | ware Co. The play showed clear- 


recently promulgated by the 
President’s proclamation restrict- 
ing the use of repeating and au- 
tomatic shotguns for 
migratory game birds to guns 
limited to 3-shell capacity, Win- 
chester Repeating Arms Co., New 
Haven, Conn., is prepared to fur- 
nish a magazine plug for all 
Winchester shotguns affected by 
the ruling and has notified its 
jobbing trade to that effect. The 
regulation is applicable to all 
Winchester model 12, model 97, 
model 1901 and model 42 repeat- 
ing shotguns and to the Win- 
chester model 11 automatic. 

As soon as magazine plugs can 
be prepared a plug will be pro- 
vided for every Winchester re- 
peating shotgun leaving the fac- 
tory. Instructions for inserting 
the gun will accompany each 
plug. The plugs themselves will 
be plainly marked to indicate 
the model of gun for which they 
are intended. Dealers and job- 
bers having in stock Winchester 
guns coming under the provision 
will receive plugs upon receipt 
of a list of the guns in stock— 
the list to show the model and 
serial number. These will be 
shipped without charge, trans- 
portation paid. 

The restriction applies to the 
use of these guns for the specific 
purpose of shooting migratory 
game birds and the regulation 
of magazine guns for other types 
of game is purely a state matter. 





LIBERTY STORES GROUP 
HEARS WM. GEO. STELTZ 


At a recent meeting of the Lib- 
erty Stores held in Philadelphia, 
Pa., more than eighty members 
heard an address by Wm. Geo. 
Steltz, president, Supplee-Biddle 
Hardware Co., Philadelphia, 
wholesale hardware distributors. 
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hunting | 





\ feature of the meeting was 
a four-act play written by L. B. 
Dreifus, Supplee-Biddle Hard- 


ly and in an interesting manner 
the rise of the small independent 
merchant who is lining up with 
present-day, modern methods. 
LUDLOW-SAYLOR WIRE 
OPENS 2 SALES OFFICES 


Ludlow-Saylor Wire Co., St. 
Louis, Mo., has opened sales of- 
fices in Pittsburgh and Philadel- 
phia. Robert J. Cargo has been 
placed in charge of the Pitts- 
burgh office. He is well known 
to the metal-working industry in 
the Pittsburgh area. 

William F. Boore has been 
placed in charge of the Phila- 
delphia office. He was for many 
years with the Pittsburgh Steel 
Co., in various capacities. Messrs. 
Cargo and Boore have charge of 
sales of all Ludlow-Saylor wire 
cloth and woven wire screen 
products in their respective ter- 
ritories. 

LOCK WASHER, SPRING 

WIRE FIRM FORMED 

The Butcher & Hart Mfg. Co. 
of Toledo, Ohio, has been formed 
to make lock washers and spring 
wire products. In 1908 Harold 


Butcher started selling lock 
washers which E. W. Hart was 
making in Worcester, Mass. 


Later, Mr. Butcher went to To- 
ledo serving as vice-president of 
the Champion Spark Plug Co.. 
after which he became vice-presi- 
dent and director of sales of the 
Budd Mfg. Co., Philadelphia, and 
of the Budd Wheel Co., Detroit. 
Mr. Hart went to Massillon, 
Ohio, installing automatic lock 
washer machines of his own de- 
sign for the Reliance Mfg. Co., 
remaining as vice-president. 
The new company has a mod- 
ern two-story brick plant with 
12,000 sq. ft. of floor space. 








MARKET STUDY SECTION 


H. H. Green, formerly adver- 
tising manager, and for the past 
| four years a member of the west- 
ern sales department, has been 





H. H. GREEN 


appointed to head the newly or- 
ganized Market Study Section of 
General Electric Co., Incandes- 
cent Lamp Sales Promotion De- 
partment, at Nela Park, Cleve- 
land, Ohio. Mr. Green will an- 
alyze market problems arising in 
the field, and will seek markets 
and methods for intréducing new 
laboratory ideas and develop- 
ments. 


DOW HEADS HARDWARE 
DIV., MERCHANTS GROUP 

A. W. Dow, Baldwin, Long 
Island, N. Y., hardware dealer, 
has been named chairman of the 
Hardware Division Committee of 
the Baldwin Business Men’s As- 
sociation. 


ESSEX COUNTY DEALERS 
HOLD ENTERTAINMENT 
The third annual entertainment 

and dance of the Essex County 

Retail Hardware Association was 

recently held at the Hotel Rob- 

ert Treat, Newark, N. J. It in- 
cluded a radio talent program 
| and an address of welcome by 

Theodore Yecies, president of 

the association. 

At a recent meeting the or- 
ganization passed a resolution 
condemning the New Jersey sales 
tax bill. A membership drive 
has been launched with Eman- 
uel Shaw and William Schulman 
as co-chairman. The object of 
the drive will be to double the 
present membership and _ con- 
| sider a cooperative advertising 
plan. 


| GENERAL WOODENWARE 
| MOVES OFFICE, PLANT 


General Woodenware Co., Los 
Angeles, Calif., wholesale house, 
has moved its offices and ware- 
houses to 641 E. Gage St., where 
larger space is used. A larger 
stock of household specialties is 
being carried at the new quar- 
ters. 





BROWN CO. APPOINTS 
MILL FACTOR PRODUCTS 


Mill Factor Products Co., 53 
Broadway, New York City, man- 
ufacturers’ representatives, has 
been appointed to represent The 
W. R. Brown Co., Chicago, Ill. 
manufacturers of automotive and 
industrial spray equipment. The 
company will cover the Metro- 
politan area for the Brown or- 
ganization. 





Scrip Acceptance Stay Extended 


Under 


(Washington Bureau of 
Hardware Age) 

The National Industrial Re- 
covery Board has continued until 
May 1 “or such prior date as 
may be further ordered in the 
stay of the effective date of the 
retail code provisions regulating 
the acceptance of scrip.” 

The scrip provisions affected 
are Article IX, Section 4 of the 
code for the retail trade and cer- 
tain articles and sections for the 
retail jewelry and food and gro- 
cery trades. Each of these sec- 
tions had been approved subject 
to temporary stay. In each case, 
and then collectively, the stays 
have been extended. The latest 
stay would have expired Feb. 6. 

A special committee of three 
was appointed under the code 
for the retail trade to study the 
scrip problem. Its report, sub- 
mitted Oct. 22, 1934, recommend- 


ed substitute provisions for those | 


Retail Code Provisions 


which had been stayed but fur- 
ther recommended that the scrip 
problem be approached in codes 
of industries issuing scrip in 
wage payments, rather than in 
codes for trades accepting such 
scrip. 

After the NRA Advisory Coun- 
cil studied the report of the com- 
mittee, it reached a similar ma- 
jor conclusion, that the scrip 


problem should be _ attacked 
through codes for industries 
using scrip for wages. The Ad- 


visory Council recommendations 
and those of the special commit- 
tee are now before the NIRB. 
The latest stay order cites the 
board’s findings that such a stay 
is “desirable until further efforts 
have been made to effect a con- 
trol of the problem relating to 
company scrip, either by amend- 
ing the codes of fair competition 
for the so-called basic producing 
industries or otherwise.” 
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Pittsburgh Builders Hardware Distributors 
Cooperate With Manufacturers For Profit 


In an apparently successful ef- © 


fort to make the builders’ hard- 
ware business a more profitable 
enterprise, Pittsburgh distribu- 
tors have been cooperating with 
manufacturers for some months 
past. Without any attempt at 
presenting “demands” the dis- 
tributors have endeavored to ob- 
tain as wide acceptance as possi- 
ble of the principle of having 
builders’ hardware contracts 
placed through them, instead of 
the manufacturers doing busi- 
ness direct with the contractors. 
Many manufacturers have signi- 
fied their intention of working 
with the distributors in bidding 
on contracts with a profitable | 
margin. 








J. H. DUMBELL 


It has been pointed out that 
the builders’ hardware business 
is suffering a declining volume 
and profit due to past practices. 
The same causes are creating a 
scarcity of men who thoroughly 
understand the many-sided busi- 
ness of filling a large builders’ 
hardware order. 

Only through a complete con- 
fidence of manufacturers and dis- 
tributors can this condition be 
remedied, believes J. H. Dum- 
bell, President of the National 
Association of Contract Builders’ | 
Hardware Distributors. 

At a meeting of the Pittsburgh 
distributors, held at the Fort 
Pitt Hotel recently, representa- 
tives of the major hardware man- 
ufacturers were present to ob- 
serve the workings of the group, 
and to present suggestions. 
Twenty four representatives were 
present. The chairman, J. H. 
Dumbell, explained that repre- 
sentatives of nine Pittsburgh 
builders’ hardware distributors 
formed the Builders’ Hardware 
Club of Pittsburgh on July 3, 
1934. The club adheres to the 
creed of the National Associa- 
tion of Contract Builders’ Hard- 
ware Distributors (see Harp- 
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wARE AcE, Aug. 2) in attempt- 
ing to conduct their business on 
a more economic basis. 

Mr. Dumbell is greatly encour- 
aged at the progress being made 
and states that the friendly spirit 
and greater confidence among 
distributors themselves is grati- 
fying to all the members. 

Through the conferences that 
have been held, manufacturers 
have been quoting on Federal 
work through the distributors 
rather than direct as in the past. 

The small hardware dealer 


| who is unable to maintain a staff 


of men devoting their time and 
study to builders’ hardware may 
also cooperate with the larger 
distributors who are equipped to 


| render complete service. 





ANNOUNCES GARDEN 

CLUB FREE LECTURES 

Interest in the 1934 garden 
club lectures under direction of 
the Educational Service Division, 


| McLaughlin Gormley King Co.. 
| Minneapolis, Minn., has caused 


the preparation of a more exten- 
lecture dealing with the 
problem of insect control of 
flowers and plants. Insects are 
described, their life cycle devel- 
oped and methods of controlling 
them are suggested. The lecture 
is profusely illustrated with col 
ored slides which graphically 


| ing discoveries and inventions in 
| the field of electrical research. 
| There will be a series of dem- 





picture the insects and the kind | 
of damage they do. The lecture | 


was prepared by a well-known 
entomologist and runs for ap- 
proximately a half an hour and 
can be fitted into any regular 
garden club meeting. 

Any recognized garden club 
can obtain the lecture and slides 


free of charge by writing to the | 
Division, | 
McLaughlin Gormley King Co.. | 
1590 Northwestern Bank Bldg.. | 


Educational Service 


Minneapolis, Minn. 

N. Y. ELECTRIC SHOW 

TO OPEN SEPT. 18 

The Electrical Association of 
New York, Grand Central Pal- 
ace, 46th St. and Lexington Ave., 
New York City, has announced 
that the National Electrical & 
Radio Exposition will be held in 
Grand Central Palace under its 





sponsorship from September 18 | 
to 28. Clarence L. Law, general | 


commercial manager, The New 
York Edison Co., president of the 
association, has sent out a pros- 
pectus of the exposition. 
Exhibitions will be on two 
floors. One of the features of 
the exposition will be “The Hal! 
of Science,” a pageant of radio 


and electrical achievement show- | 


onstrations in the hall. 

Joseph Bernhart, show man- 
ager, National Electrical & Ra- 
dio Exposition, Inc., has his of- 
fices at 480 Lexington Ave., New 
York City. 

BETHLEHEM WAREHOUSE 

TO SERVICE JOBBERS 


Bethlehem Steel Company's 
new mill depot facilities at Hous- 
ton, Tex., will be used for the 
servicing of jobbers, according 
to word received from that com- 
pany. 
supplying jobbers in the south- 


west territory for a number of | 


years, but its increasing range 
of wire and sheet products has 
made it desirable to have sizable 
on-the-spot supplies available to 


the jobbing trade. The company | 
has accordingly arranged for fa- | 
cilities in the building formerly | 


occupied by the Midwest Piping 
& Supply Co., Inc., 600 Bring- 
hurst St., near Clinton Drive. 
Houston. 





Here are four generations of the Keil family. 


daily to supervise activities. 


The company has been | 


BROWN HEADS SEATTLE 
HARDWARE ASSOCIATION 

David W. Brown. 
Brown Hardware Co., Seattle, 
Wash., was recently elected 
president of the Seattle Retail 
Hardware & Paint Dealers’ As- 
sociation. G. J. Vayhinger, Junc- 
tion Hardware, is vice-president, 
and Walter B. Moore is secre- 
tary. Members of the board of 
directors are: W. E. Gove, J. M. 
D. Hansberry, C. A. Gay, S. E. 
Grayson and A. C. Carrigan. 

The association recently put 
forth strong efforts in favor of 
sales tax legislation patterned 
after Ohio’s stamp tax plan. Rec- 
ognition that some form of sales 
tax was inevitable caused efforts 
| for the passage of a tax similar 
to that in Ohio. 


Grayson- 





J. P. J. KROGEN 
J. P. J. Krogen, 86, for many 
years a hardware dealer in Lud- 
ington, Mich., died there follow- 


in Denmark he came to this coun- 
try as a boy. For 27 years he 
engaged in the hardware busi- 
ness at Manistee, Mich., going to 
Ludington thirty-one years ago. 


Francis Keil, 
founder of Francis Keil & Son, New York City, manufacturers 
of builders’ hardware, who is now in his 95th year, enjoys 
the best of health and may be seen daily on Riverside Drive 
taking his morning walk. His son Henry, who assisted him 
in starting the firm of Francis' Keil & Son back in 1876, is 
today active president of the company and goes to the factory 


Henry, Jr, now on the Coast, is 


tutoring his son Henry III, so it may be expected that the 


Keil line will be Keil supervised for at 


least another 


generation. 
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E. M. BURGESS MANAGES 
G. G. ROBERTS CORP. 


E. M. Burgess has joined the 
G. G. Roberts Corp., Whitman, 
Mass., manufacturers: of tacks 
and small nails, 
dent, general manager and a 
director of the company. In 
1931, he resigned as vice-presi- 
dent and general sales manager 


of Atlas Tack Corp., Fairhaven, | 





E. M. BURGESS 


Mass., to become vice-president 
and general manager of Geo. 


Baker & Sons, Brockton, Mass., | 


resigning to form an organiza- 
tion among manufacturers. 

Mr. Burgess served as presi- 
dent of the American Staple 
Manufacturers Association some 
years ago and was vice-president 
of several different tack manu- 
facturers’ associations. Recently 
he served as secretary of the 


as vice-presi- | 


| American Institute of Tack 
| Manufacturers and as secretary 
| and confidential agent of the 

Supplementary Code Authority 
| for the Cut Tack, Wire Tack 
| and Small Staple Industry. 





| PAYNE NOW PRES. OF 
| GREENFIELD TAP & DIE 
| Col. Frederick H. Payne has 
| been elected president of the 
| Greenfield Tap & Die Corp., 
Greenfield, Mass., succeeding 
Charles N. Stoddard who is re- 
| turning to his law practice. In 
| 1933 he was recipient of the 
“Award of Merit” comprising a 





COL. F. H. PAYNE 


| gold medal and a scroll which 


was presented at the 46th annual 
banquet of the Hardware & Mer- 
chants Association. 

During President Hoover’s ad- 
ministration he was Assistant 
Secretary of War. 





Employees Sent O. P. 


Schlafer, 


Appleton, Wis., Largest Valentine 


Thirty-six employees of the 
Schlafer Hardware Co., Apple- 
ton, Wis., sent their employer, 
O. P. Schlafer, the huge valen- 
tine shown below. It was the 
largest valentine ever sent out of 
the Appleton postoffice, being 24 
inches wide and 37 inches long, 
and requiring $2.31 in postage. 
Mr. Schlafer is in San Antonio, 
Texas, recuperating from a re- 
cent illness. 

The valentine painted on wood 


fibre board bore the signatures 
of the employees and the mes- 
sage: “Our best valentine will 
be to hear that you are better.” 
Two sketches decorate the val- 
entine. One depicted the weather 
in San Antonio, showing a man 
drinking a glass of orangeade, 
and waving a palm leaf fan, as 
he watches a thermometer rise 
to 110, while the other sketch 
showed Appleton “up to its neck 
in snow.” 











| father, Joel Russell, had bought 





| eran of 


HENRY L. RUSSELL PASSES AT AGE OF 73— 
WAS IN HARDWARE BUSINESS FOR FIFTY YEARS 





Henry L. Russell, president, 


J. Russell & Co., Holyoke, Mass., | 


| 
} 
| 


wholesale and retail hardware 
firm, died March 5 in a local 
hospital. 
valid since 1929 and had been 
in the hospital since Feb. 25. 
Mr. Russell, who was well known | 





HENRY L. RUSSELL 


to the hardware trade, entered | 
the business in 1879 and was 
active in it until 1929. His 


the firm of Snow & Flanders, 
which had been founded in 1848, 
in 1870. The business has grown 
from a store occupying 500 feet 
and employing 2 people to one 
with 75,000 square feet and em- 
ploying 65 people in its retail 
and wholesale activities. 

Mr. Russell became the sole 
director of the business in 1919 
and in 1923 the firm was incor- 
porated with himself as _presi- 
dent and his three sons: the late 
Newton H., and Robert H. and 
Stuart A. as treasurer, vice-pres- 
ident and secretary, respectively. 

Mr. Russell was active in the 
New England Retail Hardware 
Dealers Association, of which he 
is a past president, as well as in 
the National Supply & Machin- 
ery Distributors Association, and 


He had been an in- | 


| died recently. 


| Whitney, three 
| brothers survive. 





the New England Iron & Hard- 
ware Association. 

In addition to his hardware 
activities he was president of 
the Newton Paper Co., a direc- | 
tor of the Hadley Falls Trust 
Co., and a trustee of the Holy- 
oke Savings Bank. 

Mrs. Russell, his two sons, 
Robert H. and Stuart A., and a 


daughter survive. 





ARTHUR J. MACK 


Arthur J. Mack, 55, in charge 
of the tool department of the 
Palace Hardware House, Erie, 
Pa., for the past sixteen years, 
died recently. He was a vet- 
the Spanish-American 
War and was active in fraternal 
organizations. 





GEORGE T. GADD 


George T. Gadd, 62, Iowa City, 
Ia., hardware dealer for the past 
six years and a dealer in Cedar 


Rapids, Ia., for twenty-four years, 
When his busi- 


| ness in Cedar Rapids was de- 


stroyed by fire in 1928 he en- 
tered business in Iowa City. He 
was active in fraternal and civic 
affairs. 


CARLETON S. WHITNEY 


Carleton S. Whitney, 38, 
Watertown, Mass., was found 
dead at the wheel of his car re- 
cently. He was president of the 
Dover Stamping & Mfg. Co., 
Cambridge, and secretary of the 
Sheet Metal Association. Mrs. 
sons and two 


HOUSEWARES MEN HEAR 
DEPARTMENT STORE V.P. 


Leonard Ginsburg, vice-presi- 
dent, Hearn Department Stores. 
Inc., New York City, addressed 
the March 7 meeting of The 
Housewares Club of New York 
on “Cooperation Between Buyer 
and Seller,” pointing out that he 
emphasizes to his staff that buy- 
ers and sellers both need each 
other’s cooperation. He urged 
sellers to learn more about oper- 
ations of the retailers they serve 
aiding buyers in purchasing as 
well as in promotion, and warned 
against overloading the stocks of 
retailers. FHA, he declared, 
should bring a great increase in 
housewares sales. There were 
more than 120 members and 
guests present at the meeting, 
which was presided over by 
President James Ginsburg, 
Hearn Department Stores, Inc. 
The organization voted to have 
dinner at the April meeting and 
to issue identification badges for 
members to wear at meetings. 

The association’s recent in- 
augural ball and _ installation 


| was attended by 426 members 


and guests. In addition to the 
president Elliot V. Walter, R. H. 
Macy & Co., Inc., and Ernest R. 
Wilson, Genung Stores, were in- 
stalled as vice-presidents. Flo 
English is secretary-treasurer. 
Directors are: Charles Cross. 
Abraham & Straus; Philip Du 
Boff, Bloomingdale Bros., Inc.; 
Harold Hollander, Salmanson 
Co.; John Lyon, Associated Mer- 
chandise Corp.; I. H. Miller, 
Gimbel Bros., Inc.; Harry R. 
Tyler, Frederick Loeser & Co.; 
and Stanley T. Williams, The 
Vollrath Co. 
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Cortland Van Camp Martindale Passes; 
Was Van Camp Hardware & Iron Vice-Pres. 


Cortland Van Camp Martin- 
dale, 27, vice-president and di- 
rector, Van Camp Hardware & 
Iron Co., Indianapolis, Ind., died 
February 20 in Miami, Fla., at 
the winter home of his parents, 
Mr. and Mrs. John T. Martin- 
dale. Mr. Martindale, son of the 
company’s president, had been 
ill three weeks and died as a 
result of a heart attack follow- 
ing pneumonia. 

He was a grandson of Cortland 
Van Camp, founder of the Van 
Camp Hardware & Iron Co., and 
Judge Elijah B. Martindale, 
former owner and editor of the 
Indianapolis Journal, now the 
Indianapolis Star, and a great 
grandson of Gilbert C. Van 
Camp, founder of the Van Camp 
Packing Co. 

Mr. Martindale was a promis- 
ing young hardware man with 
advanced and sound ideas on 
merchandising and his loss will 
be greatly felt by his friends both 
in and out of the trade. Mrs. 
Martindale, his parents and a 
brother, Elijah B. Martindale, a 
vice-president of the company, 
survive, 





JOHN S. KEEFE 


John S. Keefe, former presi- 
dent, American Steel & Wire Co., 
Chicago, Ill., died in March at 
the age of 71, at his home in 
Oak Park, a Chicago suburb. He 
retired from the presidency of 
the company in 1932. Starting 
his business career in the rail- 
way business he joined the 
Union Steel Co. of Chicago, in 
1888, which was later merged 
with the Illinois Steel Co. He 
became general traffic manager 
for the American Steel & Wire 
Co. in 1899. Mr. Keefe was 
elected vice-president and direc- 
tor in 1901, becoming president 
in 1927. During his connection 
with the wire company he served 
as chairman of the traffic com- 
mittee of the United States Steel 
Corp., parent organization, hav- 
ing general charge of all of its 
transportation interests from 
1903 to 1928. 

Mrs. Keefe and three daugh- 
ters survive. 


FRED A. FINK 


Fred A. Fink, 74, Ellsworth, 
Minn., retired hardware dealer, 
died recently following a heart 
attack. He had started his busi- 
ness in that town in 1884. 





JAMES ELLIS 


James Ellis, 71, Claremont, 
N. H., hardware dealer, died re- 
cently following a brief illness. 
He entered the hardware business 
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Cc. V. C. MARTINDALE 





as a salesman in Southbridge and 
Springfield, Mass., going to 
Claremont. in 1890, entering part- 
nership with George H. Boynton, 
taking possession of the Charles 
Jones & Co. business, a hard- 
ware and grocery firm. Boynton 
& Ellis was incorporated in 1920. 





WILLIAM A. CUNNEEN 


William A. Cunneen, 52, man- 
ager of the paint, harness and 
tool departments of Kelley-How- 
Thomson Co., Duluth, Minn., 
wholesale hardware distributors, 
died recently following a brief 





WILLIAM A. CUNNEEN 


illness. Following graduation 
from college he joined the com- 
pany 28 years ago. 


He served in various capacities | 


before taking over the manage- 
ment of the harness and tool de- 
partments and was given charge 
of the paint department in 1922. 
Mr. Cunneen enjoyed a wide 
acquaintance throughout the 
trade territory of his company 
and was well liked by his asso- 
ciates, manufacturers and repre- 
sentatives. 














OTTO GNERICH 


Otto Gnerich, 63, for twenty 
years treasurer of Western Car- 
tridge Co., E. Alton, IIl., died re- 
cently following a heart attack. 
A native of Germany he ‘came to 


| this country after an education 


in commerce and finance, in 1904. 
Mr. Gnerich joined the Western 
Cartridge Co. in 1905 as an ac- 
countant. Later he was appoint- 
ed assistant treasurer under AI- 





OTTO GNERICH 


mon Lent, who was then trea- 
surer. Upon Mr. Lent’s passing 
he became treasurer. 

He was well known in the am- 
munition and related industries 
and in the hardware trade for 
his knowledge of manufacturing, 
accounting and banking prac- 
tices. In memory of Mr. Gnerich 
the entire Western plant in E. 
Alton was closed the afternoon 
of his funeral. 

Mrs. Gnerich and four children 
survive. 


A. J. EVANS, SR. 


A. Judson Evans, 82, for many 
years a hardware dealer in 
Roanoke and Lynchburg, Va., 
and in Statesville, N. C., died 
recently at the home of his 
daughter in Blacksburg, Va., fol- 
lowing several months of poor 
health. Following graduation 
from college he was a_ public 
school teacher, after which he 
joined his brother, the late Wil- 
liam G. Evans, in a hardware 
business in Roanoke. 

Mrs. Evans, a daughter and 
two sons survive. 





LESLIE J. GRAY 


Leslie J. Gray, 58, assistant to 
the president of the American 
Steel & Wire Co., died March 5 
following a short illness. He 
joined the company in 1901, and 
went to Pittsburgh as secretary 
to the production superintendent 
and was promoted to assistant 
general manager after being with 
the firm ten years. Eight years 
ago he was transferred to Cleve- 


| land as assistant to the president. 





CALVIN M. NICHOLS 

Calvin M. Nichols, 73, since 
1914 treasurer of the New Eng- 
land Hardware Dealers’ Asso- 
ciation, died recently at his home 





CALVIN M. NICHOLS 


in Dorchester, Mass. In May, 
1932, he met with an accident, 
as the result of which he had 
since been confined to his home. 
He was president of the Hoyt 
Co., Boston, a director of the 
Workingmen’s Co-op Bank, and 
a trustee and member of the 
board of investment of the South 
Boston Savings Bank. He was 
well known to the trade and was 
active in fraternal organizations. 

Mr. Nichols is survived by 
Miss Calvina Nichols, assistant 
treasurer of the New England 
Association, since October, 1934, 
who had assisted her father in 
the duties of treasurer for sev- 
eral years. A brother and a half 
brother also survive. 


W. J. WENZELBERG 


William J. Wenzelberg, presi- 
dent, United Brush Manufac- 
tories, New York City, paint, 
varnish and artists’ brush manu- 
facturers, died Feb. 15 after an 
illness of two days. He had been 
with the company for forty years, 
having begun as a salesman. He 
had been president of the or- 
ganization for five years and a 
director for fifteen years. 


ABRAM PECK 


Abram Peck, 75, for the past 
twelve years owner of the Peo- 
ples Hardware Store in Pent- 
water, Mich., died at his home 
in that town Feb. 27 after an 
illness of four months. He was 
a native of Canada, settled in 
Pentwater in 1892 and after 
spending 21 years with the local 
coast guard entered the hard- 
ware business. 


HENRY PUTTKAMER 


Henry Puttkamer, 55, for many 
years a hardware dealer in Okau- 
chee, Wis., died recently at Sum- 
mit Hospital, Oconomowoc, Wis. 
He had retired recently. 
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ATKINS SERVICE CLUB 
MEMBERS HOLD 29TH 
ANNIVERSARY MEETING 


At the twenty-ninth anniver- 
sary meeting of the Atkins Pio- 
neers, twenty-year service club of 
E. C. Atkins & Co., Indianapolis, 
Ind., William Vaught was pre- 
sented with a gold pin in recog- 
nition of fifty years of continu- 
ous service. Henry C. Atkins, 


president of the company, made | 


the presentation at the Spencer 
Hotel, Indianapolis. 
Fenton, 83 years, who has been 
with the company for sixty-two 
years, is the oldest member in 
continuous service. Raymond F. 
McKinney, 37 years old, in ser- 
vice twenty-two the 
youngest member. 

Twelve men were initiated as 
club members during the meet- 
ing. Those made members are: 
Commodore Bailey, Otto Brad- 
ford, George Keeney, Clarence 
Latimer, Clarence Sauer, August 
Querengassen, Patsey 
Elstner Hilton, George 
Hugh L. Smith, Carl L. 
and George Penrod. Thirty 
others received pins for twenty 
to forty years’ service. 

In addition to Messrs. Vaught 
and Fenton the company has five 
others who have been employed 
continuously for 50 years or 
more: Dick Hager, 51 years; 
Henry C. Atkins, Fred C. Gard- 
ner and George Helm, 53 years 
each, and Charles S. Bronson, 54 
years. Founded in 1906 with 
sixty-two members, twenty-five of 
whom are still living, the mem- 
bership totals 215 at present. 


years, is 


Tacoma, 
Ryder, 


Charles | 


Olsen | 


New officers are: Henry C. At- | 


kins, honorary president; Albert 
Hausman, president; James Volk, 
vice-president; Charles S. Bron- 
treasurer; C. A. Newport, 
secretary, and W. A. Weaver, as- 
sistant secretary. 

The Ladies’ Ten-Year Service 
Club, an auxiliary, entertained 
its new members at the same 
time. They are Mrs. Helen Kelly, 
Mrs. Rosetta Scholl, Mrs. Delia 
Schantz and Mrs. Katherine Car- 
penter. Officers of the ladies’ 
group are: Mrs. Ida Newport 
Williams, president; Mrs. Ber- 
nice Brewington, vice-president, 
and Miss Kathleen Duerstock, 
secretary. 


son, 





GIBBS MOVES TRIUMPH 
PLANT TO CHESTER, PA. 





W. A. Gibbs & Son, Inc., Ches- | 


ter, Pa., trap manufacturers, have 
acquired new factory properties, 
including three acres of land and 
75,000 ft. of floor space. The 
Gibbs’ plant in Chester and the 
Triumph Trap Co. Division, for- 


merly of Oneida, N. Y., are be- | 


ing moved into the new quarters 
at Chester, for the .purpose of 
effecting operating economies and 


94 


putting under one rvof a battery | 


of punch presses, etc., for mak- 
ing traps. The Gibbs’ organiza- 
tion has an 800-acre marsh in 
Dorchester County, Md., which 
it maintains as a testing labora- 
tory for traps. 

All correspondence with the 
company should be addressed to 
Chester, Pa., hereafter. 


FLIT WINDOW DISPLAY 
CONTEST ANNOUNCED 


Stanco Inc., 2 Park Ave., New 
York City, is sponsoring a win- 
dow display contest for the best 
looking Flit window displays. 
Photographs of displays must be 
in the hands of the company on 





or before May 15, 1935—either | 


commercial photographs or ordi- 
nary snapshots may be submit- 
ted. Judges will announce their 
decisions July 1, 1935. 

Dealers handling Flit are re- 
quested to write the company 
for a display comprising a cen- 
ter piece, window streamer and 
counter card around which they 
are to build their display. There 
will be awards totaling $2070 in 
merchandise—divided among 
three groups. The first group 


or less; the second is for those 
having 5001 to 100,000 and the 
third group is for cities having a 
population of more than 100,000. 
Merchandise awards for each 
group are: First, $100; second, 
$75; third, $50; fourth, $25; 
twenty-five prizes of $8 each and 
50 awards of $4.80 each. In the 
event of ties duplicate awards of 
merchandise will be given. 


R. WALLACE & SONS CO. 
IS 100 YEARS OLD 

Recently more than sixty em- 
ployees of R. Wallace & Sons 
Mfg. Co., Wallingford, Conn., 
held a banquet celebrating the 
100th anniversary of the _busi- 
ness. Robert Wallace began the 
business in 1835 at Quinnipiac. 
The Wallace business 
from the hands of the founder 
to his son, the late Frank A. 
Wallace. In 1933 Charles D. 


Morris, grandson of the founder, 


passed 


| was elected president. 


is for towns of 5000 population | 


Mr. Morris, Thomas H. Mce- 
Cready, sales manager, and 
Charles H. Gregory, sales pro- 
motion manager, addressed the 
banquet as did some of the men 
who had been employed by the 
company for fifty or more years. 


SULLIVAN HARDWARE CO. 
50 YEARS IN BUSINESS 


Sullivan Hardware Co., Ander- 
son, S. C., wholesale and retail 


hardware firm, recently  cele- 
brated its fiftieth anniversary. 
The business was founded in 


1875 under the firm name of Sul- 
livan & Mattison, handling dry- 
goods, hardware, agricultural 
implements and machinery. H. 
K. Sullivan purchased his part- 
ner’s interest in the early 
eighties and the company has 
several times changed its name 
since that time, being incorpo- 
rated in 1907. The name of the 
firm became Sullivan Hardware 
Co. in 1885. Branches are con- 
ducted in Greer, Greenville, Bel- 
ton and Spartanburg. In com- 
memoration of the anniversary a 
special supplement was _pub- 
lished in the Anderson Indepen- 
dent and Daily Mail, including 
an historical sketch of the com- 
pany, pictures of its executives 
and congratulatory advertise- 
ments. 

William W. Sullivan is presi- 
dent of the company. J. W. Sul- 
livan is vice-president, S. B. Sul- 
livan is secretary and W. W. 
Sullivan, Jr., is treasurer. 


Wm. Goldenblum & Co. Hold 3-Day Exhibit; 308 Dealers Attend 





Seated in front, left to right, are: Anthony J. Kirchgessner, secretary; William Golden- 


blum, president and chairman of the board, and Ira Goldenblum, vice-president. 


In the 


rear are: A. L. Beck, sales manager and buyer; Arthur Goldenblum, treasurer; E. Gold- 
schmidt, buyer, and Frank Hirschorn, who is in charge of the office. 


Three hundred and eight hard- 
ware dealers registered during 
the three-day exhibition held by 
Wm. Goldenblum & Co., Inc., 
wholesale hardware and house- 
furnishings distributors, at head- 
quarters on the fourth floor of 
the Port Authority Commerce 
Bldg., 76 Ninth Ave., New York 
City. The exhibition was open 
from 9 a. m. to 6 p. m., Febru- 
ary 22, 23 and 24, and included 
exhibits by more than fifty firms 


as well as five booths in which 
Goldenblum exhibits were lo- 
cated. With the exception of 
one booth a uniform decoration 
plan—red and blue with black 
lettering—was used. 

Telegrams were sent all Gol- 


| denblum dealers in the city in- 


viting them to the exhibit, those 
outside the city being sent cop- 
ies of the invitation wire, by 
mail. Displays were in the cen- 
ter of the 35,000 square feet of 


space occupied by the company. 
with representatives of the vari- 
ous exhibitors on hand to dem- 
onstrate and describe merchan- 
dise on display. Visitors were 
taken on a tour of inspection of 
the plant, being shown shipping 
and receiving facilities and ware- 
house stocks. Officers, buyers, 
and salesmen for the firm were 
on hand to welcome guests. Buf: 
fet meals were available to deal- 
ers attending the exhibition. 


HARDWARE AGE 











Clau 
men 
of tl 
Qua 
Kan 
gani 
Tay 
In I} 
the | 
men 
busi 


hous 
mad 
Unit 
tail 

sold 
1934 
the | 
Man 
an i 
tors 
viou: 
1,08( 
tribu 
low 


cent 
Ame 
part 
cess 
turn 
mad 


ites 

mad 
the 

gres 
men 
only 
barr 
Stat 
coul 
Uni 
tion 
bra 
sucl 





ARE CO, 


INESS 


o., Ander- 
ind retail 
tly cele. 
niversary. 
unded in 
ne of Sul- 
ling dry- 
ricultural 
nery. H. 
his _part- 
1e early 
pany has 
its name 
incorpo- 
me of the 
Hardware 
are con- 
ville, Bel- 
In com- 
versary a 
as pub- 
Indepen- 
including 
the com- 
‘xecutives 
advertise- 


is presi- 
. W. Sul- 
5. B. Sul- 

= We 


Pr. 


nd 





Golden- 
In the 
'. Gold- 


-ompany. 
the vari- 
to dem- 
merchan- 
ors were 
ection of 
shipping 
nd ware- 
_ buyers, 
rm were 
sts. Buf- 
to deal- 
tion. 


| AGE 


f 





Claude M. Cave, immediate past president Western Retail Imple- 
ment & Hardware Association, and Herbert J. Hodge, secretary 
of the association, are shown here with the association’s Peerless 
Quartet on the occasion of their broadcast from Station W9XBY, 
Kansas City, Mo., made during the recent convention of the or- 


ganization. Mr. Hodge is in the center, next to him is Fred 
Taylor, a past president of the association and then Mr. Cave. 
In his address Mr. Cave extended the association’s greetings to 
the people of Kansas City and told of the friendly feeling of the 
members for the city. Mr. Hodge spoke optimistically of the 
business outlook for this year but declared that there were still 


| paign will run from April 22 to 


newspapers with the support of 








obstacles to 


overcome. 


ESTIMATE 1,390,000 ELECTRIC REFRIGERATORS 
—$239,080,000 VALUE—SOLD BY U. S. MAKERS 


It is estimated that 1,390.000 
household electric refrigerators, 
made by manufacturers in the 
United States, and having a re- 
tail value of $239,000,000 were 
sold throughout the world in 
1934. Estimates indicate that 
the average unit price was $172. 
Manufacturers’ 1934 sales showed 
an increase of 310,000 refrigera- 
tors or 28 per cent over the pre- 





vious high mark set in 1933 when 
1,080,000 units were sold to dis- | 
tributors. This is 4 per cent be- 
low the record for 1931  esti- 


American-Belgian Reciprocal Tariff Slashes Rates 
Of Duty on American Shotguns, Parts, Barrels 50% 


(Washington Bureau of 
Hardware Age) 

The American-Belgian recipro- 
cal tariff agreement announced 
by the State Department of Feb. 
27 provides for a slash of 50 per 
cent in the rates of duty on 
American shotguns, barrels, and 
parts. This is one of many con- 
cessions made to Belgium in re- 
turn for concessions Belgium 
made to the United States. 

The cut in the American du- 
ites was the highest that can be 
made under the power given to 
the President by the last Con- 
gress to negotiate these agree- 
ments. The cuts will apply not 
only to shipments of shotguns, 
barrels and parts to the United 
States but to shipments from all 


countries which accord the 
United States “most-favored-na- 
tion treatment” and this em- 


braces all countries with which | 
such treatment has been recog- | 
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$248,970,000, 
time dollar value record. 
Members of the Refrigeration 
Division, National Electrical | 
Manufacturers Association, made | 
about 91 per cent of industry 


the all- 


mated at 


sales, 1,264,221 units during 
1934. The peak selling month | 
was May—268,600 units. The | 


estimated total of electric re- | 
frigerators in U. S. as of Jan. 1, 
1935, is 5,825,000—the percent- 
age of market saturation being | 
28.2 per cent. 





nized, save Russia, an unimpor- | 
tant exception inasmuch as no 


| such shipments are made by | 


Russia. 

The American-Belgian agree- 
ment will become effective, per- 
haps in two or three weeks, upon 
proclamation by the President 
and simultaneous official publi- 
cation in Belgium. 

The new rates follow: 

On shotguns valued at: not 
more than $5 each the new rate 
is 75c each and 22% per cent | 
ad val.; on shotguns valued at 
more than $5 and not more than 


| $10 each, rate is $2 each and | 
| tubes, forged, rough bored, the 


22% per cent ad val.; more than 
$10 and not more than $25 each | 
rate is $3 each and 221% per cent | 
ad val.; more than $25 and not | 
more than $50 each, rate is $5 | 
each and 22% per cent ad val., 
and on shotguns valued at more 
than $50 each the rate is 32% | 
per cent ad valorem. 


| is general chairman of the Chi- 


CHICAGO SETS DATES 
OF CLEAN UP CAMPAIGN 


The annual Chicago Clean Up- 
Paint. Up-Plant Up-Fix Up Cam- 


May 4. The campaign is being 
organized by the Chicago Asso- 
ciation of Commerce in coopera- 
tion with the Chicago Board of 
Education, public schools, and 
civic and business interests and 





the Chicago Paint, Varnish & | 
Lacquer Association. 
R. H. Roberts, Hibbard, 


Spencer, Bartlett & Co., Chicago, 
wholesale hardware distributors. 





R. H. ROBERTS 


cago campaign. J. H. Lawson, 
Enterprise Paint Mfg. Co., is 


chairman of the  association’s 
committee. Miss Ethel Foster, 
Chicago Association of Com- 


merce, is secretary of the local 
campaign in the schools. 


On barrels for shotguns, fur- 
ther advanced in manufacture 
than rough bored only the new 
rate is $2 each and 25 per cent 
ad val. On stocks for shotguns, 
wholly or partly manufactured, 


| liam C. Beener, 


| idents, respectively. 





the new rate is $2.50 each and 
25 per cent ad val. On parts of 
shotguns and fittings for shotgun 
stocks or barrels, finished or un- 
finished, the new rate is 2714 per 
cent ad val. For shotguns im- 
ported without a lock or locks or 
other fittings the new rate is $5 
each and 27% per cent ad val. 
On shotgun barrels, in single 


new rate is 5 per cent ad val. 


With the exception of the rate | 


on parts of shotguns and fittings 
for shotgun stocks or barrels, fin- 
ished or unfinished, the new rate 
is just half of the old rate. In 
this instance the old rate was 
50 per cent. ad val. 





| 


G. C. PARK, JR., HEADS 
PHILADELPHIA ASSN. 

George C. Park, Jr., 
elected president of the Retail 
Hardware Association at a meet- 
ing held February 21 at Kugler’s 
Restaurant, Philadelphia, and 
proposed inviting traveling men 
calling on members to the meet- 
ing to be held March 21. Wil- 
Bernard C. Mau- 


was 





GEORGE C. PARK, JR. 


rer and Frank P. Fifer, past 
president, PASHA, were elected 
first, second and third vice-pres- 
Charles D. 
Huff is treasurer and William F. 
Brown is secretary. 

W. Glenn Pearce, managing 
director, PASHA, “Don’t 
let the chain stores escape taxa- 
tion; they have a powerful and 
trained lobby at Harrisburg and 
they will duck taxation unless 
we watch closely.” Mr. Fifer 
urged firm opposition to Gov- 


said: 


ernor Earle’s proposed retail 
sales tax by informing repre- 
sentatives in the different dis- 


tricts of the opposition. He said: 
“Let the additional gasoline tax 
and other taxes be opposed by 
others. The sales tax will di- 
rectly oppress our businesses and 
we must prevent it.” 
KANSAS CITY PLANS 

CLEAN UP CAMPAIGN 

Plans for the City, 
Mo., annual Clean Up-Paint Up- 
Plant Up-Fix Up Campaign un- 
der the direction of the Kansas 
City Paint, Varnish & Lacquer 
Association in cooperation with 
the Kansas City Chamber of 
Commerce, are now under way. 

Merle Smith, J. C. Nichols 
Companies, is chairman of the 
civic committee, and Jason Jones 
is chairman of the Clean Up and 
Paint Up Committee of the Kan- 
sas City Paint, Varnish & Lac- 
quer Association. 


Kansas 
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L.C.L. Lots of Tarred and Asphalt Felts 
Two Models of G-E Sunlamps 


Bar Solder 


Pig Tin 


ADVANCES BECOMING EFFECTIVE 


Home Workshop Circular Saws 
Linseed Oil 
Bolts and Nuts 


Cotton Rope 
Cordwood Saws 


March 
14th 
1935 


ADVANCES BEING ANTICIPATED 


Aluminum Cooking Utensils 
Competitive Dairy Tinware 
Paint Brushes 


Butts and. Hinges 


Paints and Varnishes Cotton Twines 


Window Glass 


Prices to L.C.L. buyers on 
tarred and asphalt felts have been 
lowered a few cents per roll, or 
about 4 per cent, with no official 
change in carload quotations. Sev- 
eral makers are offering “specials,” 
however, for the larger orders. 
Slaters’ felt, 30 lb., in 500 sq. ft. 
rolls is quoted at 93 cents per roll 
to the small trade, and tarred felt, 
14 Ib., in 432 sq. ft. rolls stands now 
at $1.85 per roll, f.o.b. the central 
mill points. 

* * * 


Cotton rope prices have been 
raised one cent per pound by some 
Southern makers, but the advance 
has not yet become general. Prices 
on manila and sisal rope are un- 
changed. There are moves to in- 
crease the prices on several kinds of 
cotton twines, but these have not 
been definitely established. 


* + ** 


Manufacturers of electrical 
household appliances closed the 
month of February with sales gains 
of 10 to 15 per cent, compared with 
the corresponding month last year. 
Heavy buying for housewares pro- 
motions by wholesalers, and by the 
department stores in the larger 
towns, together with fine “future” 
sales of regular appliances for late 
spring delivery, enabled nearly all 
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manufacturers to beat last year’s 
figures. 
* * * 


On aluminum cooking uten- 
sils, the large manufacturers are 
fairly well satisfied with present 
volume. Price advances on some of 
the staples are expected by leading 
wholesalers. Certain items have not 
been returning a satisfactory mar- 
gin, and with new designs and im- 
proved quality, some mark-ups are 
said to be necessary. 

* * # 


Dairy tinware sales are in- 
creasing, and a tendency toward 
better quality is noticed. On some 
of the most competitive items, such 
as dairy pails, strainers and setter 
cans, manufacturers complain that 
prices are too low, and advances are 
not unlikely. 

* * * 


The Irwin Auger Bit Co. has 
announced a cheap auger bit in 
black finish to retail at 14 cents for 
sizes 14 to % in. and at 18 cents 
for sizes 5g and 3% in. This bit is 
offered to meet catalog house com- 
petition, and is sold only in sets of 
two dozen, of assorted sizes. 

+ + 


Two leading saw makers have 
announced advances of about 7 per 
cent on cordwood saws, 5 to 8 per 
cent on two-man narrow and one- 


HOW > the 


man cross cuts, and 10 to 20 per 
cent on home work-shop circular 
saws. These changes are to be effec- 
tive about April 1. 


+ + 


Prices on butts and hinges 
are under discussion, and there is 
feeling among leading wholesalers 
that an early advance in price is 
contemplated. Ordering at a better 
rate than usual, by some of the 
larger houses, testifies to their con- 
fidence that the present market will 
be raised. 

* * * 


Manufacturers of paint brush- 
es find the market on raw bristle 
very strong, and it is greatly doubted 
whether present prices on finished 
brushes can be maintained until the 
close of the makers’ usual fiscal 
year, May 1. A Feb. 16 bulletin 
issued by one brush manufacturer 
reads, in part: 

“We are being pressed by shrink- 
ing bristle stocks to adjust our pres- 
ent costs and are refiguring our 
entire line. 

“Our present costs on China bris- 
tles are considerably higher than the 
figures on which our prices to you 
are based. Under these circum- 
stances, we may be forced to with- 
draw and advance prices in general 
as soon as our calculations are com- 
pleted. 

“In view of our present low 
schedule, we firmly suggest that you 
check your stock on hand and place 
your orders for immediate and fu- 
ture needs before such changes take 
place.” 

* * * 


The raw material markets 
affecting paints and varnishes for 
the first quarter are very strong. 
While no advance has been made 
on paint lines, at least in retailers’ 
costs, many jobbers are recommend- 
ing that spring requirements be 
taken in without delay. Linseed oil 
advanced 114 cents per gallon on 
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HARDWARE Business? 





Feb. 22. Turpentine has recently 
been steady and unchanged. 
* & * 

The market on window glass 
is very firm. Present prices, while 
about 15 per cent higher, on an 
average, than last year, may again 
be advanced before fall business 
commences. 

* * * 

Wall paper cleaner prices 
have become better stabilized, and 
supplies are now being freely or- 
dered by the retail trade, after a 
slight hesitancy prior to the first of 


the year. 
* *% * 
2 — a iv esTmcrTs 
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Optimism Reigns at PASHA 





W. GLENN PEARCE 
Managing Director 


PASHA convention back to 

Pittsburgh in 1935. With 
even larger attendance and more 
exhibits, the Pennsylvania and 
Atlantic Seaboard Hardware Asso- 
ciation’s members and guests met 
at the Hotel William Penn, Feb. 
26, for a four-day convention. The 
problems of competition, team- 
work, the future, were all dis- 
cussed by competent speakers, and 
all meetings were attended by ca- 
pacity crowds. Throughout the 
convention hall and the exhibi- 
tion floors there was a decided 
spirit of optimism. 

President Frank Fifer in his 
opening address spoke of the 
various types of competition fac- 
ing the retail hardware trade, 
called attention to the fact that 
General Wood, of the Sears Roe- 
buck organization has been men- 
tioned to head the code adminis- 
tration, urged members to protest 
unfair trade practices and taxa- 
tion. Mr. Fifer closed his address 
with an appeal to all his hearers 
to strive for larger membership 
in the association. He pointed to 
the success of trades unions, whose 
members frequently pay $50 a 
year dues, which is much greater 
than the fee of the association. 


, UCCESS in 1934 brought the 
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FRANK FIFER 


Retiring Pres. 


Convention 





WALTER T. MASSEY 


President 


An extremely interesting ad- 
dress was given by Hon. O. A. 
Eberhart, former governor of 
Minnesota, who strongly sup- 
ported the NHA. His topic, “Cap- 
italizing Opportunities Under the 
Better Housing Program,” offered 
this convincing speaker ample 
scope. He said business never has 
been able to look forward to as 
much business as it can under the 
program. He reiterated the ad- 
monition that business people 
must help to get their rightful 
share by going after it. The NHA 
is a success, regardless of opinions 
that might be held about other 
parts of the New Deal. The 
speaker pointed out the soundness 
of the plan and said it was similar 
to life insurance, and reminded 
that life insurance salesmen know 
how to sell their policies. When 
a man says “no” they sell him, 
but when he too readily says 
“ves,” the chances are they will 
not sell him a policy. Mr. Eber- 
hart stated that 300,000 new homes 
will be built each year for the 
next ten years under the new plan. 
He explained that Title 2 of the 
Act enables one to get a home 
for one-half the initial investment 
that is necessary today. He pointed 
out that good homes would reduce 


the cash cost of crime, 90 per cent 
of which begins in _ neglected 
homes. If business cannot co- 
operate with this housing program 
there is nothing, said Mr. Eber- 
hart, that can be done to please 
business. 

Members of the paint and var- 
nish trade in Pittsburgh, presented 
a playlet in five scenes, “Glass 
Houses,” which showed how the 
hardware dealer could cooperate 
with the painting contractor and 
the home owner to take advantage 
of the NHA modernization pro- 
gram. Companies contributing 
talent were: Sherwin - Williams, 
E. E. Zimmerman, Penn Paint, 
Pittsburgh Plate Glass and Wat- 
son-Standard. 

C. D. Garretson, president, 
Electric Hose & Rubber Co., Wil- 
mington, Del., speaking on “The 
Obligation of the Manufacturer 
to the Wholesaler and Retailer,” 
characterized the topic as one of 
“passing the buck.” His talk was 
very frank and held that mass 
distributors had inveigled inde- 
pendent dealers into spending 
most of their time to buying in- 
stead of selling. The speaker 
pointed out that dealers could not 
get all of the benefits of a fight 
they had succeeded in getting man- 
ufacturers into. When dealers say 
they want to sell as low as the 
chains, they really mean _ that 
they wish to sell lower than 
that. When so much of the dealer’s 
time is given to buying, the manu- 
facturer is forced to give too 
much time to selling. Each should 
attend to the job he knows best 
—his own. He urged dealers to 
study the proportion of his or- 
ganization that is so devoted to 
buying to see if it were not out 
of line. Putting the same time 
and effort into selling would back 
the chains off the map. In a choice 
between the price pressure from 
both dealers and chains the manu- 
facturer frequently feels that he 

(Continued on page 126) 
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WHAT EVERY MERCHANT SHOULD KNOW 


OWER! Fifty-two times a year The American Weekly ties into a line of a 4144 BILLION dollar 
buying power. More than 5,500,000 families—consisting of 22 million consumers—go from the pages 


of The American Weekly to stores, your store among them, looking for the products advertised in the pages 
of the world’s greatest magazine. Get this business which is ready made for you. Stock and prominently 
display the merchandise advertised in The American Weekly. It will increase your sales and profits. 

















© @ e 
The American Weekly—what it is 
@ The American Weekly is the largest magazine in the world. It is distributed 
through 17 great Hearst Sunday Newspapers. In 597 of America’s 995 towns and 


cities of 10,000 population and over, The American Weekly concentrates 67% of its 


circulation. 
In each of 134 cities, it reaches one out of every two families 
In 125 more cities, 40 to 50% of the families 
In an additional 165 cities, 30 to 40% 
In another 173 cities, 20 to 30% 


... and, in addition, more than 1,885,000 families in thousands of other commu- 
nities, large and small, regularly buy and read The American Weekly. 


TH ENN ERICAN 
oot, WEEKLY 


“The National Magazine with Local Influence’’ 
Main Office: 959 Eighth Avenue, New York City 
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Major Problems Were Discussed 
at California Convention 


HE California Retail Hard- 
ware Association held one of 
its outstanding conventions 
when it met for its 34th time at 
the Hotel Whitcomb, San Fran- 
cisco, Feb. 12 to 14. The large 
convention hall was crowded with 
interested listeners to the con- 
structive addresses and discussions 
which characterized each session. 
Featured speakers at the meeting 
were E. B. Gallaher, editor, Clover 
Business Service, and treasurer, 
Clover Mfg. Co., Norwalk, Conn. ; 
Herbert P. Sheets, managing di- 
rector N. R. H. A., Indianapolis, 
Ind., and George H. Eberhard, 
president, George Eberhard Co., 
manufacturers’ representatives, 
San Francisco. 

Mr. Sheets’ address was on the 
subject: “Profit and Loss of 
NRA.” He said the code was 
written and domineered by a few 
of the big hardware interests and, 
while it set up specific rules for 
the small dealer, it had many loop- 
holes which enable the big dealer 
to undersell the little fellow. He 
also said that as long as human 
nature was what it is, and chain 
store interests were able to gain 
financial aid from banks and other 
sources, the small independent 
dealer was not secure, and he did 
not look for an end of the in- 
equality under the NRA. He fur- 
ther stated that sentiment in the 
trade as to whether or not the 
codes were more beenficial than 
harmful, and whether or not they 
should be continued with proposed 
amendments presumed to be im- 
provements, seemed about 50-50. 

Mr. Sheets went on to say that 
the National Retail Hardware As- 
sociation’s board of directors, af- 
ter much consideration, had de- 
cided that if codes are to be con- 
tinued they should further the 
minimum wage provision, because 
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ANGUS W. MacKILLOP 
President 


that one thing had done much to 
ease the competition of mail order 
houses, chains, etc. On the hours 
provisions he said the N.R.H.A. 
favors an exemption for all stores 
employing less than ten persons; 
that there should be one simplified 
code for all retail lines; that all 
trade practice provisions should 
be applicable to all members of 
the industry or trade regardless 
of size of the town, and that if 
there is any price-fixing the retail- 
er should have some margin of 
protection. 

Mr. Gallaher held the audience 
in close attention with his analy- 
sis of present-day hardware prob- 
lems, with particular emphasis on 
the opportunity that jobbers and 
dealers have for getting together 
to meet chain competition. He 
declared that what is most needed 
is the jobber who is a purchaser 
from the manufacturer—one who 
goes out and buys—rather than 
making the manufacturer come 
around to him and waste valuable 
time and man-power in selling the 
jobber. He brought out facts to 
show that the jobber who goes to 
the manufacturer and purchases in 
large quantities can get a real 
price which will put him and his 
dealers into real competition with 
the chains. He urged the dealers 


LeROY SMITH 
Manager-Treasurer 





HARRY CROWE 
Retiring President 


to insist that jobbers set up a buy- 
ing machinery of this sort, and 
then that such dealers should pat- 
ronize the jobbers who are ready 
to help them meet chain store com- 
petition. 

Mr. Gallaher also traced the 
history of the chain store move- 
ment, its growth and its meeting 
of catalogue competition, and 
showed how such a plan as he 
emphasized was necessary. He de- 
clared that there are jobbers who 
are actually carrying the policy 
into successful effect, making sat- 
isfactory profits, and putting their 
dealers into a similar position. 

Mr. Eberhard presented his an- 
nual analysis of the problems of 
1935. He has every confidence 
that 1935 will be better than 1934 
—one of the sure signs being that 
business is returning, he said, can 
be illustrated by the difficulty one 
finds in reaching business execu- 
tives. Usually they are out or in 
conference and, as in the good 
“old era” days, the routine is be- 
ing carried on by the private sec- 
retary, the stenographer, and the 
office boy. That’s prosperity, said 
Mr. Eberhard. Another good in- 
dicator of better times is that golf 
clubs are increasing their mem- 
bership at a very rapid rate. He 


(Continued on page 119) 
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SELL THE HOSE 
THE PUBLIC WANTS 











H°” would you like to increase your hose business 
twelve-fold in a single year? 


That’s what one dealer did by changing to Goodyear 
Lawn and Garden Hose last season! 


You will do better with Goodyear Hose, too, because it 
is the finest hose on the market — because it gives cus- 
tomers greater satisfaction — because it’s the hose the 
public wants. 


You can go sled length in recommending any Goodyear 
Hose because all grades are built with Cotton Cord Car- 
cass*, insuring longer life. 


Goodyear offers you a complete line, at prices suited to 
all customers. All Goodyear Hose is nationally advertised 
to build your business. The hose season is starting—stock 
the full line now. 


cq 
eq 








Goodyear also manufac- 
tures a complete and 
world-famous line of Trans- 
mission Belting, Farm Belt- 
ing, Suction Hose, Water 
Hose, Steam Hose, Asbestos 
and Red Sheet Packing, 
Force Cups, etc. Write for 
price list to Goodyear, 
Akron, O., or Los Angeles, 
California. 


* LOOK FOR 
THIS SEAL 


Sellan extra length 
for home fire 
protection 
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Two Thousand Attended 
southern California Meeting 





J. V. GUILFOYLE 


Secretary-Treasurer 


HE 14th annual convention 
and exposition of the South- 
ern California Retail Hard- 
ware Association, Ltd., held at the 
Shrine Civic Auditorium, Los An- 
geles, Feb. 18 to 20, was a most 
satisfactory meeting from every 
standpoint. Nearly 2000 hard- 
ware dealers and their clerks reg- 
istered during the three days’ con- 
vention. The meeting was opened 
by Association Secretary J. V. 
Guilfoyle. He talked on the atti- 
tude of the State Administration 
on tax problems, the Recovery 
Act, and the California Fair Trade 
Law, showing how, through this 
latter law, unethical price-cutting 
can, to a great extent, be con- 
trolled. 

Robert J. Bauer, manager, Los 
Angeles Better Business Bureau 
and secretary of the local Retail 
Code Authority, talked on “The 
N.R.A. Retail Code, Its Advan- 
tages and Disadvantages.” His 
suggestion is that the enforcement 
of labor problems be handled by 
the National Government, the 
trade practices be under the ad- 
ministration of the Code Author- 
ity, and the economic practices be 
handled by trade associations. 
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Retiring President 





R. B. ISNER 


President 


The evening session was opened 
by President N. D. Van Winkle, 
who spoke of the things accom- 
plished by the association during 
the past year. George H. Eber- 
hard, San Francisco, whose an- 
nual address is always looked for- 
ward to, spoke on “What We Can 
Learn from the Past,” with a pre- 
diction for a good pick-up in 
business during the coming year. 
H. P. Sheets, managing director, 
N.R.H.A., Indianapolis, spoke on 
“What the N.R.H.A. Is Doing.” 

At the third session A. G. Corn- 
well, chairman of the Trade Rela- 
tions Committee, reported on that 
committee’s meetings with the job- 
bers’ committee, and the straight- 
ening out of dealer-jobber prob- 
lems during the past year. 

H. C. McClellan, Los Angeles 
paint manufacturer and a member 
of the paint trade Code Authority, 
spoke for the National Paint, Var- 
nish and Lacquer Association on 
“1935 Possibilities for Profit 
from the Paint Department.” In 
1929 the per capita consumption 
of paint was $5 per person, and 
with better business, Federal as- 
sistance and advertising through 
the national association, news- 


papers and radio, he declared that 
paint dealers are headed into a 
real market. 

Speaking for the local jobbers’ 
club, Geo. W. Anderson, president, 
American. Wholesale Hardware 
Co., Long Beach, spoke on “Team- 
work Between Wholesalers and 
Retailers.” Mr. Anderson stated 
that any cooperative movement to 
better the jobber-dealer line-up on 
price deserves support. The hard- 
ware dealer, he said, has the ad- 
vantage of better sales personnel. 
and with prices equal to the chain, 
will get the trade if they will let 
the public know they can get value 
and price. ; 

The system of cooperative ad- 
vertising, known as the Eagle 
stores, is being started in Los An- 
geles and other cities in Southern 
California. Edward Sebesta, di- 
rector of the Eagle Hardware 
Stores, Inc., Cleveland, Ohio. 
spoke of the movement in his city 
and how much it has accom- 
plished. 

The election of officers was held 
at the beginning of the fourth ses- 
sion. R. B. Isner, Long Beach. 
was elected president. R. H. West- 
brook, Riverside, first vice-presi- 
dent, and Marion D. Hammersley, 
Puente, second vice-president. 
Nominations were made for the 
regional directors, but they will 
be voted upon by mail in each 
district later. 

The largest crowd of the entire 
convention gathered to hear E. B. 
Gallaher, editor, Clover Business 
Service, and treasurer, Clover 
Manufacturing Co., Norwalk, 
Conn., talk on “How Can We 
Meet Competition?” He told of 
his plan of jobber-dealer cooper- 
ation, buying backward, and of 
getting what customers want at 
prices they will pay. The jobber- 
dealer cooperation plan has been 
used for several years by a few 
jobbers, and the plan has been 
adopted by 18 more jobbers dur- 

(Continued on page 120) 
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Help yourself to more 


sales through the 
PAYMENT PLAN 
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The Barrett Monthly Payment Plan is good news to home- 
owners, dealers and applicators. They can buy .. .and you 
can sell... Barrett quality roofs on long term credit. 


If you want to build up your roofing and reroofing 


business on a sound basis, here’s how Barrett can 


help you ... with first quality products, and a prac- 


tical, workable finance plan. 


The Barrett Monthly Payment Plan is simple, safe 
and profitable. The home-owner has up to three 
years in which to pay. You are paid in full when the 
work is done—no delay, no red tape, no collections 
to make. All we ask of you is your responsibility for 
good workmanship. Our reputation ... and yours 


. . - demands that! 


Phone, wire or write our nearest office today for 


complete details. Here is your opportunity tocashin | , a _ 
on the current interest in home repairs and remodel- “wee 
ing which has been fostered by the government’s isan 
Federal Housing Act. Barrett Roof customers can now errs 
buy new roofs the way they buy their automobiles 
and radios—on easy monthly instalments, from =. = 


income instead of capital. 


Send for this book today. Get 
thedetailsof the Barrett Monthly 
Payment Plan. It’s the first step 
in building up a bigger roofing 











business. 





THE BARRETT COMPANY, 40 RECTOR STREET, NEW YORK, N. Y. 


2800 So. Sacramento Avenue, Chicago, Illinois _* Birmingham, Alabama 
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Connecticut Has Active Convention 





NELSON A. DANIELS 
Retiring President President Secretary 


S usual, the Connecticut 
A Hardware Association held 
an active and interesting 
convention. It was the thirty-sec- 
ond annual meeting of the organi- 
zation, held at The Taft Hotel, 
New Haven, Conn., Feb. 26 and 
27. Nelson Daniels, Willimantic, 
president, opened the convention 
with his message reporting the ac- 
tivities of the past year. George 
Phelps lead the singing and com- 
mittees were appointed. 

Ex-Mayor Frank Quigley of 
New Britain spoke in favor of a 
State sales tax as a means for re- 
lieving present realty and other 
local taxes. He insisted that such 
a sales tax could be levied with 
the proceeds going to help in lo- 
cal relief work—a “tax to reduce 
taxes.” He said realty taxes in 
this country represent about 80 
per cent of all tax monies, where- 
as real estate values are only 30 
per cent of our national wealth 
and that such a balance was unfair 
to property holders. In closing, 
he charged business men with too 
much indifference toward political 
offices and activities, saying that 
business men won’t serve as coun- 
cilmen, as mayors, or as members 
of the State Legislatures and there- 
fore deserve the usual bad govern- 
ment they receive. 

N.R.H.A. Director H. P. Aik- 


man, Cazenovia, N. Y., reviewed 
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National Association plans and 
activities, particularly in connec- 
tion with code work and the study 
of price competition. 

E. R. Masback, president, Mas- 
back Hardware Co., New York 
City, outlined the trend of compe- 
tition faced by the hardware trade 
during the past 20 years and said 
that no form of competition had 
or would put worth-while hard- 
ware dealers out of business. He 
stressed the futility of trying to 
pass laws to curb competitors’ ac- 
tivities and said HARDWARE AGE 
had led the way in bringing home 
this point to the’minds of many 
hardware men. He also said he 
thought there was too much atten- 
tion paid to price competition and 
too little thought given to method 
competition; that he didn’t believe 
manufacturers actually save the 
money they claim to save in sell- 
ing syndicate accounts and that 
the real problem of hardware 
dealers is to bring more customer 
traffic into their stores. Mr. Mas- 
back’s talk concluded the Tuesday 
session, and that night the dealers 
enjoyed the annual Nutmegger 
party reported elsewhere in this 
issue. 

Wednesday morning’s session 
was devoted to the famous Con- 
necticut question box discussion 
covering code matters, local com- 
petitive and legislative activities 


and cooperative advertising. On 
this last point Charles J. Heale, 
editor, HARDWARE AcE, New York 
City, gave a review of the whole- 
saler-dealer cooperative merchan- 
dising and advertising programs 
he has studied, and answered ques- 
tions asked from the floor. The 
question box was handled by 
Vice-President G. H. Marvin, New 
Haven, and J. L. Palmer, Wal- 
lingford. The general attitude ex- 
pressed was hostile to the NRA 
codes for their reported ineffec- 
tiveness, and complete lack of 
compliance results in the State. 

At the Wednesday noon lunch, 
Rev. George S. Lackland of New 
Haven delivered an inspirational 
address in which he expressed 
full confidence in the future pros- 
perity of the nation and its busi- 
ness activities. 

That afternoon, L. E. Moffat, 
editor, Electrical Merchandising, 
New York City, explained in de- 
tail the TVA plan, answering 
many questions asked from the 
floor. This speaker favored mer- 
chandising by public utilities, be- 
lieving that such competition was 
less harmful than the miscellane- 
ous competition he said springs 
up wherever the power company 
withdraws from the selling field. 
He also maintained that the 
power companies had _ helped 
maintain an acceptance of quality 
electrical appliances at full price 
and said this was all necessary, as 
appliances need constant selling 
efforts. He also approved the 
range rental plan as practised in 
Hartford, saying such a plan 
helped sell the public on cooking 
by electricity and that the rental 
plan really meant the customer 
pays for a demonstration, where- 
as the straight demonstration and 
trial plan put the burden of ex- 
pense on the dealer. 

The president of the New Haven 
Gas Co. told of his company’s co- 
operation with Connecticut deal- 
ers in the sale of gas appliances, 
but’ said that plumbers had out- 
sold the hardware trade 10 to 1 
and were more aggressive and not 

(Continued on page 120) 
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Will Prove the Most Popular Gasoline Pressure Stove 
in History! 


The enthusiasm shown in every part 
of the country for the new KitcHen- 
Kook: line points to unprecedented deal- 
er sales this year. For here is a gasoline 
pressure stove which in generous mea- 
sure gives every advantage obtainable. 


Real instant lighting with automatic 
control—the new Blue Fire burners— 
stainless porcelain enamel cooking tops 
—insulated ovens that give perfect heat 
circulation—modern, harmonious de- 
sign in ivory porcelain with gleaming 
chromium handles—these are just a few 
of the outstanding details that are mak- 
ing such a hit with prospective buyers. 
In addition to the regular KrrcHENKooK 
line, this year you also have KitcHEen- 
KOOK JuNIoR, a new line of standard 


quality but sold at economy prices. 
It compares in quality and in con- 
venience with almost any competitive 
make you may think of and is surpassed 
only by the regular Krrcuenxoox line. 


To make easy, rapid sales, the Krit- 
CHENKOOK line has been made more 
complete than ever before. There are 
over a dozen different models—from an 
inexpensive two burner stove clear up 
to de luxe full porcelain ranges. No 
matter what size, what model or what 
price is desired, with KitcHenxoox 
you can always meet every demand. 


Our new illustrated catalog is just off 
the press. Send for a copy and for 
dealers’ price list and discounts. 


American Gas Machine Company, Inc. 
ALBERT LEA, MINNESOTA 


360 Furman Street 
Brooktyn, New York 


MARCH 14, 


1935 





4242 Hollis Street 


OakLanpD, CALir. 
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Optimism Prevailed 
at Montana Meeting 


PTIMISM that pervaded 
6) the twenty-sixth annual 

convention of the Montana 
Implement and Hardware Associ- 
ation, held at the Commercial 
Club, Billings, Mont., Feb. 21, 22 
and 23, was typified by Charles S. 
Eder, Hardin, new president of 
the organization, when, in address- 
ing the gathering, he said: “All 
we need is backbone. The depres- 
sion is over and we are on our 
way to profitable times with gov- 
ernment agencies and manufactur- 
ers solidly back of us.” 

Mr. Eder, who was advanced 
from vice-president, succeeds H. K. 
Jones, Lewistown. In his annual 
report Mr. Jones, who heads the 
State Retail Farm Implement Code 
Authority, said: “If we are to ben- 
efit by the experience of the last 
year,” continued Mr. Jones, “now 
is the time to formulate our plans. 
For we surely can expect ‘self- 
government in business laws’ or 
trade practice provisions to come 
out of a reorganization of the 
NRA or its successor.” 

At the closing session of the 
convention a resolution was unan- 
imously adopted declaring that 
“the NRA code regulating the 
hardware and implement indus- 
tries is unsatisfactory as it now 
stands.” The resolution pledged 
the organization to “cooperate, if 
possible, with the code authority 
in an effort to revise the situation.” 
The resolution was based on a 
study made by a committee con- 
sisting of H. C. Stith, Terry; C. M. 
Wall, and L. G. Devore, both of 
Helena. 

In addition to President Eder, 
the association elected C. W. Nel- 
son, Froid, as vice-president and 
re-elected Secretary R. M. O’Hearn 
and Treasurer George O’Rourke, 
both of Helena; Wallace Ulmer, 
Miles City, was named chairman 
of the board of directors. 
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The three-day convention was 
concluded with a banquet at the 
Commercial Club dining room, at 
which Billings wholesalers, man- 
ufacturers’ representatives and 
jobbers were hosts. 





R. M. O’HEARN 


Secretary 


A variety of subjects was cov- 
ered by convention speakers and 
in round-table discussions. Speak- 
ing on “What Is Security?” Mar- 
tin C. Grinde, mayor of Great 
Falls and a member of the asso- 
ciation, said: “The only real se- 
curity, at the present time, is con- 
sidered to be real estate, but I 
base mine on the character and 
reputation of my customers.” 

Prof. P. L. Slagwold of Mon- 
tana State College, Bozeman, said 
that “without doubt, the govern- 
ment policy relative to acreage 
control will continue.” His sub- 
ject was “Agricultural Adjust- 
ment of 1935,” and he reported 
notable wholesale and retail gains 
recorded in State and national 
surveys. 

A. R. McDermott, vice-presi- 
dent, Montana Nationa! Bank, Bil- 
lings, presented to the convention 
a word picture of a rapid return 
to more stable economic condi- 


tions as a result of the recent de- 
cisions of the United States Su- 
preme Court on the gold cases. 
Retiring President Jones visual- 
ized greater profits for dealers 
during 1935 than in any recent 
year. He strongly advocated the 
handling of only high quality mer- 
chandise and the maintenance of 
an adequate repair service by 
every dealer. He also suggested 





CHAS. S. EDER 
President 


frequent calls at farms and 
ranches and a display of genuine 
interest in the operation and con- 
dition of implements from the 
dealer’s store. 

Discussing “Specialties as Profit 
Makers for the Hardware Dealer,” 
Ronald Ries, Midland Implement 
Co., Billings, said: “I believe that 
every one of you can cover your 
overhead through the handling of 
specialty items alone.” 

Miles Romney, Hamilton, State 
director of the NRA and of the 
National Emergency Council, pre- 
dicted a considerable building 
construction program during the 
next few months. 

Z. G. Hopkins, public relations 
counsel for the western railroads, 
blamed the lack of authority for 
charging off certain operating ex- 
penses as the principal cause of 
the carriers’ mounting deficits. 

In reviewing recent operations 
of the Federal Land Bank at Spo- 
kane, Wash., its president, E. M. 
Earhardt, said that much of the 
credit extended in the last few 
years was used in refinancing, that 
the sum total due has been re- 
duced, and that as a result the 
agricultural credit structure has 

(Continued on page 121) 
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NOW VALSPAR STEPS OUT WITH 
DRAMATIC NEW SELLING PLAN! 





WERE WAY OUT 
OF THE RED, 
MR.JONES ! ITS THE 


WELL,BILL, HOWS OUR 
PROFIT-AND-LOSS 
STATEMENT SINCE WE 
STARTED WITH THE BIGGEST SPRING 

VALSPAR PLAN ? IN OUR HISTORY ! 


\g _/ 
















IT'S INCREASED 
MY VOLUME 20% 
IN THE PAST 
3 WEEKS 


PLAN WORKING GOING LIKEA 
IN YOUR TOWN, JOE? | HOUSE-AFIRE ! 






4 - ‘ j 
HOWS THE VALSPAR eet ITS 



























span PRINT @ vcs Ba f ; 
YALSPAR PAINT | yusearrat VALSPaR £ PAR PRINT @ ' 


Your own local selling is backed by the full, unleashed 
power of Valspar’s dramatic national magazine advertising 


VALENTINE & CO. 


386 Fourth Ave., New York @ 12 Emily St., Cambridge, Mass. 
20 No. Wacker Drive, Chicago, III. 


THE PAINT BUSINESS IS GOOD BUSINESS 


MARCH 14, 1935 





THOUSANDS IN INDUSTRY HAIL SENSATIONAL 
NEW TESTED 1935 SELLING PROGRAM THAT 
OPENS NEW LOCAL MARKETS — BOOMS CON- 
SUMER ACCEPTANCE — INCREASES SALES AND 
PROFITS ON FULL VALSPAR LINE! 


ALSPAR performs a genuine act—not merely a claim — 
Vee leadership! For now Valspar offers paint dealers not 
only the highest-quality products and best-known name in the 
paint-and-varnish industry — Valspar also offers a new, dra- 
matic, tested selling plan that moves paint off your shelves 
more quickly, more profitably, than you ever thought possible! 

Not just “point-of-sale” material. Not just “‘sales helps” 
and displays. Instead, you get a complete, tested, proven 
program that in your locality, sets the selling wheels in motion 
— provides employment to scores of people in the paint in- 
dustry and out of it—increases local spending —keeps people 
buying paint, and buying other commodities you sell — in- 
creases volume and profits, both in season and out of season, 
on every single item of the Valspar line! 


PRACTICAL, TESTED, SURE-FIRE PLAN 


It’s just the kind of aggressive, well-rounded, easy-to-work 
plan you've always wanted. You've wanted it, needed it, more 
than ever during the past two years when you stood behind 
your counter and waited for the customers that never came in. 

Now your waiting is ended! People will buy, and keep on 
buying, because instead of waiting for them to realize they 
need paint and varnish and enamel—you show them where 
and how they need paint, where and how to use paint! You 
sell them not just merchandise, but service —not only your 
own service, but the master painter's as well—at no cost to you! 


GET ON THE BAND WAGON —NOW! 
Details of this new merchandising-and-selling plan are too 
long to describe here. Yet the plan itself is simple — easily 
worked — easily turned into greater volume, bigger profits. 
Adds nothing to overhead or inventory. 


Don’t delay. Already the news has leaked out. Dealers 
everywhere are asking for information. Write or wire — or 
see your Valspar representative — and learn about the biggest 
thing that has struck the paint-and-varnish industry in all 
its history! 


oH Boy’ | MAIL THIS COUPON—NOW! 


(M GETTING 


ON THE 
VALSPAR VALENTINE & COMPANY, Dept. A-3 


BANDWAGON | 386 Fourth Avenue, New York, N. Y. 


Now ! (Check square for information desired.) 
[] Please rush by mail full details about the 
Leal Valspar Merchandising Plan for 1935. 


¢. (] Please have your representative call immediately. 
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Labeling Plan Supported 
at Missouri Convention 


RECOMMENDATION that 
A the National Retail Hard- 

ware Association adopt the 
plan involving the use of a label 
on hardware products, by which 
the hardware retailer can dis- 
tinguish “merchandise that is be- 
ing produced fair to the jobber 
and retail channel,” characterized 
a resolution adopted by the Mis- 
souri Retail Hardware Association 
in closing its 37th annual conven- 
tion, which was held jointly with 
the Mississippi Valley Farm 
Equipment Association, Feb. 19 
to 21, at the Hotel Jefferson, St. 
Louis. 

In additional resolutions were 
embodied: a declaration against 
“any sales tax in any form”; and 
a protest to President Franklin D. 





F. X. BECHERER 


Secretary 


Roosevelt against the appointment 
of General R. E. Wood as Admin- 
istrator of NRA and as head of 
the Advisory Committee on the 
allocation of the relief fund. In 
another resolution the merchan- 
dising policy of the N.R.H.A. was 
endorsed. 

Bernard H. Gude, St. Louis, 
was re-elected president for his 
third term in that office. All other 
officers were also re-elected for 
1935. The incumbents, with Mr. 
Gude, are: William Bahn, Cape 
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Girardeau, vice-president; Her- 
bert E. Brown, Trenton, treas- 
urer; F. X. Becherer. St. Louis, 
secretary. Members of the execu- 
tive board are J. D. Reynolds, 
Carthage; Milton Pauly, St. 
Louis; E. J. Creissen, St. Louis; 
L. R. Holt, Fulton; George E. 
Eberlin, Hermann, and G. O. 
Busch, Union. 

The president’s message at the 
opening session outlined practices 
which later inspired passage of 





BEN H. GUDE 
Reelected President 


the labeling resolution as a means 
of distinguishing merchandise be- 
ing distributed exclusively by in- 
dependent dealers. Mr. Gude said 
that a manufacturer’s expense in 
developing and merchandising ap- 
pears to be charged entirely to the 
jobber and retailer group, “then, 
when public acceptance has been 
created,” the syndicate stores “will 
not pioneer new merchandise, but 
will follow in line after the de- 
mand for the merchandise has 
been made. The manufacturer, 
then, after all these costs have 
been paid, regards the syndicate 
as just an excess outlet, and 
charges off these amounts. He 
then is able to make the low price 
to the syndicates that they now 
receive.” 

“Facing the Facts” was the con- 
vention keynote, and speakers on 


pertinent subjects included: Wal- 
ter E. Burtelow, vice-president, 
Industrial Bank and Trust Co., 
St. Louis; H. A. Melum, vice-pres- 
ident, Benjamin Moore & Co., Chi- 
cago; L. E. Crandall, president, 
Simmons Hardware Co., St. Lois, 
and H. A. Squibb, general man- 
ager, American Steel & Wire Co., 
Chicago. 

A unique feature of the pro- 
gram was a series of two-way dis- 
cussions as between a hardware 
dealer and a representative of the 
Government. In one case was dis- 
cussed the “Attitude of the State 
Administration on Tax Problems, 
State Recovery and Fair Trade 
Acts,” and, again, “The Profit and 
Loss of the NIRA.” A keen in- 
terest in the first-named topic was 
current, as the Legislature is de- 
liberating on a sales tax measure 
to replace a bill held for recon- 
sideration, although recommended 
by Governor Guy B. Park. The 
bill met protest in a mass demon- 
stration by 1500 Missouri mer- 
chants, who appeared at the pub- 
lic committee hearing of Feb. 13 
in Jefferson City. 

Mr. Melum, speaking on “Mer- 
chandising Your Paint Depart- 
ment to Your Community,” said 
that this department, sometimes 
considered as merely to satisfy 
the regular customers who may 
ask for paint in a hardware store, 
can be made conspicuous and out- 
standing, with great merchandis- 
ing possibilities for the entire 
store. 

H. A. Squibb, summarizing the 
“Obligations of the Manufacturer 
to the Wholesaler and Retailer,” 
said that the manufacturer’s prov- 
ince is not only in making mer- 
chandise but in exploiting its com- 
plete uses and advantages to such 
an extent that by putting this in- 
formation in the hands-of a re- 
tailer he is possessed of special- 
ized knowledge. The consumer is 

(Continued on page 121) 
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How You Can Sell More 
Domestic W ater Systems 


G-E EQUIPMENT 
HELPS YOU SELL 


General Electric motors for domes- 
tic water systems are built the way 
you would build them to make 
your selling job easier. Built by men 
who know motors, for men who know 
pumps, these motors assure long, 
carefree operation under adverse 
conditions. They need only a few 
drops of oil once a year to keep 
them running smoothly. They are 
quiet. Their properly designed 
bases enable the man of the house 
to adjust the belt tension quickly 
and easily. Their handy provision 
for easy inspection of commutator 
and brushes is an appreciated con- 
venience. 

Ask that the pees you sell have a 
motor as modern, as finely built, as 
dependable, as the pump itself — 
a GENERAL ELECTRIC MOTOR. 
And for maximum customer satis- 
faction, connect it to a G-E auto- 
matic pressure switch with G-E 
wire. 


(Right) This seal, as a window 
sticker, and @ running-water 
animated window display are 
available through the Electric 
Water Systems Council, 228 West 
Ontario St., Chicago, Ill. 











Free, for use in your newspaper advertising, a two-column-wide mat 
of this attractive illustration 


SE FACTS LIKE THIS: 45 to 60 tons of water are carried 

annually for household uses alone, in a home where a water 
system has not been installed. One person’s time for one solid 
month is required—if one person does it all—and that person 
walks hundreds of miles to complete this back-breaking job. A 
good domestic water system lifts this load from the shoulders of the women- 
folks—gives them more time for better things. And it works 
faithfully, year after year, for but a few cents a day. The pub- 
lication offered you on this page is packed with valuable infor- 
mation that you can use to boost your sales. Use it. It will 
help you. 


General Electric Company, Dept. 6 -201, Schenectady, N. Y- 
[_] Please send me my copy of “RUNNING WATER PAYS BIG DIVIDENDS” 


[ ] Also, please send me the newspaper mat, as offered. 


re . ; _ ; en ERNE Ny Refer nen pumps. 
MAIL THIS COUPON FOR YOUR (Make) 
COPY OF “RUNNING WATER NAME EI Nee a a 
PAYS BIG DIVIDENDS” COMPANY...... 
STREET... ose sonlsntncumemhiodesondsssbinehbeieniadiimsd aN caaseaetssbacucksunasadehadnsabent PEAR suisse ncth ciniasninescs 
070-78 
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Ohio Convention Discusses Competition, 
Government Costs, Taxes and F.H.A. 





PAUL B. SWEGER 


President 


Sylvania, Ohio, opened the 

Forty-first Annual Conven- 
tion and Exhibition of the Ohio 
Hardware Association, Feb. 19, 
at the Deshler - Wallick Hotel, 
Columbus, with a luncheon at 
which he gave his report “Look- 
ing At The Record,” in which he 
stated that codes as the chief prob- 
lem had been succeeded by taxes, 
culminating with the state sales 
tax. The regular convention ses- 
sions were held Feb. 19, 20 and 
21 and the exhibition continued to 
Feb. 22. 

John B. Conklin, Columbus, 
secretary-treasurer, gave his report 
after which George M. Gray, 
Coshocton, secretary of Insurance 
addressed the organization. A. A. 
Uhalt, manager, dealer division, 
General Electric Co., Nela Park, 
Cleveland, Ohio, spoke on the 
“Sales Outlook for 1935,” stating 
that increased prices for the five 
crops which are the basis of land 
wealth, had greatly increased the 
farmer’s income. He urged greater 
attention to rural business than 
ever before and suggested reading 
and digesting of the National 
Housing Act, which is designed to 
create spirit within industry. Mr. 
Uhalt said, “People buy things 
they want and not the things they 


Pyssirania 0 R. A. Chandler, 
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R. A. CHANDLER 
Retiring Pres. 


JOHN B. CONKLIN 


Secretary-Treas. 


need.” He stressed the importance 
of: turnover, a highly trained per- 
sonnel, budgeting, creative out- 
side selling, rigid supervision in 
management, brilliant light and 
display and the addition of 
specialty lines. 

Vice-president P. B. Sweger, 
Lima, conducted the evening ses- 
sion at which Miss Marian Kittell, 
Women’s Editor, The Ohio Farmer, 
Cleveland, was interviewed by 
J. P. Bailey, Lockland, on the sub- 
ject “Through , the Consumer’s 
Eyes.” She told of a shopping 
tour covering thirty hardware 
stores in rural districts and cities 
in northern Ohio in which she 
spent a total of $2.70. She was 
asked in only 17 stores if other 
things were ‘wanted and found 
that stores were adequately though 
not brightly lighted. Half the 
stores had good displays although 
generally aisles were too crowded 
and most stores were clean 
although 10 had a light film of 
dust. Unless a woman is well 
versed in the merchandise she is 
selling a woman customer would 
prefer to have a man wait on her, 
Miss Kittell held. Women, she 
said, think in terms of “sales” 
particularly in July and right 
after Christmas. She pointed to 
women’s interest in food preparing 


equipment and said that they 
spend 80 per cent of the country’s 
income. 

James G. Caffrey, FHA, Cleve- 
land, Ohio, spoke on “Capitaliz- 
ing on FHA” emphasizing that 
HOLC was designed to relieve dis- 
tressed property owners while the 
National Housing Act’s purpose is 
to loan money to safeguard in- 
vestment in the home. With five 
million people directly or indirect- 
ly employed by the building in- 
dustry help for it is necessary. 
If the public can be persuaded to 
build and own more homes more 
business will be created for the 
hardware dealer. Attention was 
called to the more than 5000 Bet- 
ter Housing Committees through- 
out the country, with which he 
urged cooperation to push housing 
loans, thereby improving busi- 
ness. The importance of adver- 
tising in creating interest in FHA 
loans was stressed. 

Questions on the state sales tax 
asked by H. F. Stotzer, Archbold, 
were answered by E. A. Cole, 
representing the legal department 
of the State Tax Commission. 

Innovations in large stores were 
taken from small stores, said Fer- 
gus O’Connor, Pittsburgh Plate 
Glass Co., in his address “Mer- 
chandising in Retail Stores.” Con- 
tending that the hardware dealer 
must continuously solicit cus- 
tomers and must have a store laid 
out for the convenience of cus- 
tomers rather than for that of the 
store’s staff, he asked whether 
the customer can see 60 to 90 per 
cent of the stock in the store in- 
stead of only 10 to 15 per cent. 
He urged changing with competi- 
tion, putting a nationally known 
and advertised line up front to put 
customers in a buying mood and 
suggested putting slow movers be- 
tween fast selling items. Declar- 
ing that all items in the hardware 
store have related items, he said 

(Continued on page 116) 
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Through An Advanced Principle of Cold 
Control the Famous Trouble-Free Stewart- 
Warner Slo-Cycle Mechanism Now Holds 
Cabinet Temperatures at 42° to 45° F. 


The Safety Zone For Proper Food Preservation 


EAL food preservation performance — practical 
convenience features— proven mechanical de- 
pendability — rugged construction— smart appear- 
ance. That’s the sort of refrigerator line that builds 
sales success. That’s the sort of line that makes sound 
dealer profits. And that’s what Stewart-Warner offers 
in three fine groups of refrigerators for 1935. 

It’s a common-sense line from every angle. In 
Safety-Zone Refrigeration it has the feature that is 
foremost in every buyer’s mind—proper food preser- 
vation. In its famous slo-cycle, trouble-free and eco- 
nomical mechanism it has the dependability that has 
taken “servicing” out of the picture— makes retail 
profits NET. Ask any dealer that handles the line. 


New Selling Plans For Dealers— New Advertising — 
New Merchandising Helps 


During 1935 the sale of the Stewart-Warner line will 
be promoted by a hard-hitting advertising campaign 
—the kind that builds actual traffic for your store. 
Tested, proven, practical merchandising plans will 
back the line from start to finish. Nothing has been 
overlooked to give the dealer something he can “get 
his teeth into” and “go to town” on a sound profit 
basis. New, generous dealer-plans are now offered by 
every distributor — plans that are written from your 
side of the desk. 

Phone, wire or write your distributor today. Make 
no commitments until you get the facts on Stewart- 
Warner —“The Line Without A Service Problem.” 


STEWART-WARNER CORPORATION 
1833 Diversey Parkway Chicago, Illinois 


FETY-LONE 


REFRIGERATION 
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Why SAFETY-ZONE REFRIGERATION ? 
| 





its. Does it economically. 
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Authorities agree that a temper- 
ature between 42° and 45°F. is 
the ideal zone for proper food 
preservation. This is the zone 
where foods are kept at their 
best—at colder temperatures 
they dehydrate more rapidly 
with loss of flavor in the dry- 
ing process—in warmer tem- 
ie jo peratures there is danger of 
TEMPERATURE spoilage. Stewart-Warner ac- 

i ea A curately maintains this Safety- 
Zone Temperature—confines 

fluctuation to these narrow lim- 
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New - 4fre ELECTRIC REFRIGERATOR 
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Lack of Organization 
Hampers Manufacturer—Wholesaler— 
Retailer Distributing System 


UITE recently there have 

been several interesting 

and _ informative articles 
published in the hardware jour- 
nals and other business publica- 
tions, all dealing with the ques- 
tion of the trend of future hard- 
ware distribution. 

All writers appear to agree that 
the old manufacturer-jobber-re- 
tailer distributing system is on 
trial for its life. They insist that 
the old and long-tried system is 
beyond question the most practi- 
cal, satisfactory and economical 
system that has ever been devised 
or attempted—but that it has 
failed to build up a defense for 
itself through organization. 

The old system is so simple, yet 
so naturally practical, that it has 
been in successful use for genera- 
tions without really being thought 
of as a system. However, for a 
number of years it has been 
threatened by the most thoroughly 
organized distributing plan that 
keen and artful merchandisers 
could devise. 

There is no denying that an or- 
ganized army representing 25 per 
cent of the volume of hardware 
distribution in the United States 
is making the unorganized 75 per 
cent sweat blood. 

In the past the organized 25 per 
cent has been creditably success- 
ful in telling the manufacturer 
what it would pay for the manu- 
facturer’s product. 

It is well known that the 25 per 
cent bunch is now making an ap- 
peal to our Government agencies 
to place them in position so they 
can tell the manufacturers what 
the independent merchants must 
be charged for goods in order that 
the 25 per cent people may be 
able to meet the competition of 
the independent merchants. 

This is quite an admission, com- 
ing from America’s great direct- 
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Oklahoma Wholesaler, a 
Friendly Critic with His 
Own Business at Stake, 
Analyzes Current Inde- 
pendent Distribution 
Problems and Sees Certain 
Weaknesses Holding Up 
Its Costs. 


By F.E. GATES 


President, Gates Hardware Co. 
Tulsa, Okla. 


to-the-consumer — makers-of-low- 
prices organizations. However, we 
are inclined to consider the state- 
ments made in their appeal truth- 
ful. 

In this connection, we might 
pause to say that America’s great 
direct-to-the-consumer money-sav- 
ing distribution system, which has 
been so loudly proclaimed for 
many years, is not in reality just 
what it has been represented to 
be. It has now admitted, in its 
appeal to the Government to come 
to its aid, that its cost of distribu- 
tion is so excessive that it is un- 
able to compete with the old man- 
ufacturer - jobber - retailer manner 
of doing business and that it must 
of necessity be protected in the 
future as in the past by those man- 
ufacturers who will show it spe- 
cial favors at the cost of the inde- 
pendent merchants of the country. 

If you please, you may see this 
from another angle. Boiled down, 
it amounts to this—it would have 
the public pay higher prices for 
goods by reason of its extravagant 
methods of doing business. 

Now let us get our thinker on 
straight and see if we can get any- 
where by talking over this mail 
order, chain store, department 
store situation. 


First, let us recognize the fact 
and agree that our competitors 
are not knaves, but .are bright, 
shrewd trained merchandisers, 
who have every right that we can 
claim to be in business. If in the 
mood, we might also admit that, 
as alert and keen business men 
they are in some ways our su- 
periors; there is evidence of this 
in the fact that they are capable 
of being so organized that, with 
one dollar of purchasing power 
for every three dollars of our un- 
organized bunch of independents, 
they are admittedly outbuying us. 
By their organization they are 
making the manufacturer be good 
—through our lack of organization 
the manufacturer is making us be 
good. 

There are those who expect in 
the next few years to see the retail 
hardware business go completely 
chain, or at best into jobber’s 
branches, unless it should be 
found possible to organize the in- 
dependent retailers into a water- 
tight business organization “with 
power to act.” 

True, the retailer hardwaremen 
are organized inio highly credit- 
able associations. They have their 
local, regional, state and national 
associations in which they take a 
lively interest and are justly 
proud. Annually they get to- 
gether in state conventions. Bright 
and interesting nationally known 
speakers from manufacturing or 
important jobbing concerns are on 
hand to entertain and incidentally 
tell them in a new way many 
things they already know too well. 

After having heard these old 
songs sung to new music they are 
in a proper mood to make new 
resolutions to do better—they ad- 
journ to go home and spend an- 
other year abusing their live com- 
petitors, the chain stores, catalog 

(Continued on page 124) 
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*NOW IN THE FOURTH MILLION 


16 BEAUTIFUL 


EVERY ONE 


A DEVELOPMENT 


FOR USERS 


Into the Frigidaire line for 1935 
we’ve put the biggest assortment of 
selling points any line of refrigera- 
tors has ever had. 

And no matter which model your 
customer selects you will be able to 
recommend it as a refrigerator that 
will give him these two essentials: 
(1) Foods kept safely at temperatures 
below 50°. (2) Quick freezing of ice 


and desserts—even in the hottest 





weather. 

The Frigidaire ’35 performs these 
two services better. And here’s why. 
Every model is equipped with that 
newest Frigidaire development—the 
Super Freezer. 

The Super Freezer provides all the 
cold that’s needed—and the right 
kinds of cold—all in the same cabinet. 

The new line of Frigidaires is being 
presented to the public by the most 
impressive advertising campaign in 


the company’s history. If you want to 





* Three million Frigidaires have been built and 
the manufacture of the Fourth Million has be- 
gun. No other refrigerator has achieved such 
amazing popularity. 
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NEW MODELS e 
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MAKES MORE 
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The Super Series Frigidaire ’35 
see real profits come swinging your 
way in 1935, investigate the Frigidaire 
franchise now. Frigidaire Corporation, 
Subsidiary of General Motors Corpo- 


ration, Dayton, Ohio. 





Frigidsive tl 


THE GENERAL MOTORS 


113 














Waterfowl Refuge Contest 
Is Launched 


(Continued from page 79) 


THE ONE AND 


ONLY 


liam L. Wilson, conservation 
chairman, General Federation of 
Women’s Clubs; Edward A. Mce- 
Ilhenny, Avery Island, La., au- 
thor, “How I Made a Bird City;” 


available from the foundation on and 
after June 1, 1935. Such evidence 
must be attested to by a public of- 
ficial not identified with the project 


GENUINE 
DRIP-O-LATOR and must be accompanied by at 
least one photograph showing a de- S. Barry Locke, Conservation Di- 


MAKER OF THE | tailed view of the project. rectory, Izaak Walton League of 


WORLD’S MOST America; Nathan Moran, Calli- 
Minimum Requirements fornia member, Migratory Bird 





DELICIOUS Advisory Board, and A. C. 
COFFEE 


Rule 5—Any waterfowl refuge Camerle, Directory Waterfowl Ac- 
shall be considered complete when tivities, More Game Birds in 
the evidence submitted shows that, America. 
in addition to Rules 2 and 4, the 


following essentials have been met: An example of what even a small 














3 or 4 Displayed 
In Your Window 
Will Bring Buyers 
Into Your Store 


Bright attractive metal bril- 
liantly labeled to magneti- 
cally draw attention. And it 
actually makes the grandest 
cup of coffee ever served. A 
size to meet every need at 
popular low prices to meet 
competition and still net you 
a good margin. 


YOUR JOBBER 
CAN SUPPLY YOU 


If not write us direct giving 


his name. 


THE ENTERPRISE 


ALUMINUM CO. 
MASSILLON, OHIO 
New York Office: 200 Fifth Avenue 
Chicago Office: 1487 Merchandise Mart 


San Francisco Office: 712 Mission Street 














114 


(a) Water: Each waterfowl refuge 
must have a permanent water 
area of not less than 3 acres, 
not polluted by oil. 
Foods: At least one acre of 
marsh or aquatic food plants 
must exist on the area—either 
as a natural growth or as a 
result of planting. Areas 
growing to marsh plants 
which provide both food and 
cover may be applied to both 
(b) and (c). Where local 
conditions prevent the growth 
of natural food plants, ar- 
rangements must have been 
completed to supply sufficient 
grain or other artificial food 
for maintenance of decoys. 

Cover suitable for nesting 

sites or shelter must be avail- 

able or provided for in or im- 

mediately adjoining the water 

on the refuge. Such cover to 
consist of vegetation (tall 
grasses, marsh plants, brush, 
trees) covering an area of not 
less than one acre in extent. 

(d) Decoys: At least three pairs 
of any species of wild ducks 
or geese must be maintained 
for the refuge. 

(e) Protection: Waterfowl on the 
refuge must be _ protected 
from shooting and their prin- 
cipal local predatory enemies. 

(f) Permanency: Provision must 
have been made assuring the 
continuance of the waterfowl 
refuge for at least three 
years from Jan. 1, 1936. 


(b 


— 


(c 


Judges’ Committee 


The Committee of Judges is com- 
posed of Hon. Jay N. Darling, 
chairman, chief U. S. Bureau of 
Biological Survey; Manly F. Min- 
er, secretary, Jack Miner Migra- 
tory Bird Foundation; Mrs. Wil- 


town, having a population of about 
2200, can do in establishing a game 
refuge is found in the experience 
described in Outdoor Iowa, the pub- 
lication of the Iowa Fish and Game 
Commission, as follows: 


“Bloomfield Day at State Lake. 
The Retail Merchants Association 
of Bloomfield in Davis County has 
collected $84 in cash and secured 
the services of over 100 men of- 
fering labor totaling over 29 days 
and the use of six cars and trucks 
to transfer the men to and from 
the new lake being constructed 
near Bunch. R. D. Corrick was 
the chairman in charge of the 
work at the lake for ‘Bloomfield 
Day.’ It was explained that every 
unemployed man in Bloomfield re- 
ceived $1 from the funds sub- 
scribed as his pay for the day’s 
work. ‘Bloomfield Day’ was or- 
ganized by the business men and 
individuals of Bloomfield as part 
of their contribution to the con- 
struction of the lake which, when 
finished, will contain 400 acres 
of good fishing water. Other 
towns and individuals in Davis 
County and other counties adja- 
cent have donated much time and 
money to the construction of the 
lake and it was through such spirit 
of cooperation and financial aid 
that the project has been made 
possible.” 


Many other examples of how 
refuges have been started are given 
in the foundation’s illustrated book- 
let, “Small Refuges for Waterfowl,” 
which is one of three booklets that 
hardware dealers may obtain from 
the foundation free of charge. The 
other booklets are: “Waterfowl Food 
Plants” and “Water Areas—How to 
Create and Maintain Them.” Cir- 
culars describing the contest and 
entry blanks for the event are also 
available from the same source. 
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160 FRONT STREET 
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AS GOES THE AUTOMOTIVE INDUSTRY, SO GOES 
all industry. It is a basic index of this country’s business. 

And as this industry goes in design, so goes many another 
industry. Engineers in the automotive field have very defi- 
nitely proved the worth of ZINC Alloy Die Castings—are 
demonstrating their faith in them by adding more die cast 
applications to each year’s models. Following this example, 
the household appliance and business machine industries, 


among others, are using die castings in increasing quantities. - 


They derive greater strength per unit of weight, sharper 
detail and better surface appearance from the use of ZINC 
Alloy Die Castings. These advantages will prove to be definite 
sales advantages to the hardware industry. 

Why not ask salesmen about their die cast items or write 
this Company for further information. 


The Research was done - The Alloys were developed - Most Die Castings are specified with 


HORSE HEAD Fo ZINC 














> err 


THE NEW JERSEY ZINC COMPANY 


ir NEW YORK CITY 


=> 
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“Cheap Paint’ Customers Become 
Quality Paint Patrons 


(Continued from page 77) 


gent presentation of facts, the cus- 
tomer buys quality paint from 
Mr. Koester. However, in case the 
customer still wants to try cheap 
paint, Mr. Koester invites him or 
her to come back to him in the 
future in case the cheap paint 
doesn’t work out well. 

And in many instances the cus- 
tomers do come back, for, if they 
want a really lasting, first-class 
job, cheap paint will not suffice. 

“I always try to find out, too, 
just what kind of a paint job the 
customer intends doing,” says Mr. 
Koester. “This helps me to offer 
the right kind of advice on what 


grade of paint to use and what 
kind of brushes to buy. You'll 
get along fine with your customers 
if you stick to merchandising 
quality paint as it should be mer- 
chandised. They can’t trip you 
up. In fact, they learn, from bit- 
ter experience, that cheap paint is 
expensive in the long run. Our 
horse-sense merchandising of 
paints has helped us do a good 
paint business in recent years. 
We like to have the ‘cheap paint’ 
prospects come into our store. It 
gives us a chance to talk to them 
and convert them to the use of 
quality paint.” 


Farm Paint Profits Here Again 


(Continued from page 77) 


amount is necessary for the recon- 
ditioning, purchase, or construc- 
tion of such items, this brings the 
grand total of farm building and 
repair requirements to more than 
one billion dollars. 

The demand for improved farm 


living conditions has been greatly 
stimulated by many factors that 
have recently focused attention on 
better housing. The public has 
been made to realize that a con- 
servative expenditure will often 
make a home much more livable. 





Farmers appreciate the value and 
satisfaction of interior decoration, 
and with cash procurable for re- 
decorating, they will demand 
clean, comforiable and attractive 
homes. 

The acute need for paint in 
rural areas is shown by the per- 
centages of unpainted farm homes 
in the Southeast section of the 
country, as reported by the U. S. 
Department of Agriculture. These 
percentages are: Georgia, 73.62 
per cent; Alabama, 71.84 per 
cent; Tennessee, 48.52 per cent; 
Louisiana, 78.52 per cent; Florida, 
46.17 per cent; North Carolina, 
59.28 per cent, and South Caro- 
lina, 73.39 per cent. 

While other sections may not 
show as high a percentage of un- 
painted farm homes, the figures 
elsewhere are certain to reflect 
very substantial requirements. 
With farmers having more actual 
money to spend this year, and im- 
proved credit, as well as adequate 
borrowing sources, when loans are 
warranted, the farm paint market 
is once more offering a real oppor- 
tunity. Dealers are therefore 
urged to actively go after the 
business that is definitely “in the 
wood.” 


Ohio Convention Report 


the hardware dealer has a most 
wonderful opportunity this year 
but that he must work his terri- 
tory. 

Speaking on “What the Electri- 
cal Industry Means to National 
Recovery,” A. E. Allen, vice-presi- 
dent, Westinghouse Electric & 
Mfg. Co., Mansfield, Ohio, said 
the President believes in the 
broader use of electricity by 
people in this country and that 
adjustments are being made in 
power rates rather generally 
thereby selling more current. The 
program for larger use of elec- 
tricity, will materially benefit 
many industries thereby putting 
many men back to work. Dollars 
of profit are more important than 
percentages, he held, and told 
dealers not to stop with table 
appliances. He said that the 
governments propaganda for 
greater use of electricity was help- 
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(Continued from page 110) 


ing in the sale of appliances. 

“The best way to get more 
business is to deserve it,” accord- 
ing to L. H. Buisch, National Cash 
Register Co., who said the dealers 
must be able to create desire, 
render service and keep up with 
modern merchandising trends if 
they are to make the money to 
which they are entitled. He urged 
pleasantly greeting customers as 
if they were guests and said sales- 
men must be properly trained for 
added profits in 1935. 

That the state retail sales tax 
was the only way to immediately 
meet demands for revenue when 
the state lowered the real estate 
tax, declared C. E. Dettmer, Ohio 
Council of Retail Merchants. He 
told how George V. Sheridan of 
the Ohio Council, in whose place 
he spoke, had studied sales tax 
systems of other states to find a 
sales tax which the consumer 





would pay. The state’s prepaid 
tax certificate plan was designed 
to insure payment of money col- 
lected to the state treasury and it 
inspires tax consciousness on the 
part of the consumer he said. 
Discussing “Obligations of the 
Manufacturer to the Wholesaler 
and Retailer” H. M. Swain, sales 
manager, The Irwin Auger Bit Co.. 
Wilmington, Ohio, said he would 
try to show why “you can’t sell 
comparable merchandise at com- 
parable prices” and that it was 
necessary to get away from gener- 
alities. He read correspondence 
with competitors and a mail orde1 
house and policy statement letters 
of his company. He urged the 
NRHA to provide a label, sticker 
or tag with scroll insignia and 
stating “These goods made by a 
manufacturer distributing only 
through independent retailers.” 
(Continued on page 118) 
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~ and the New 
HANDEE PAINTER / 


A new Kyanize seller — Kyanize Screen Black. For wire screens 
—a special self smoothing finish. Prevents rust. Protects the wood. 





A new way to apply. The Handee Painter. Better, quicker, 
cleaner. Spreads evenly and quickly. No spattering — no muss. 


A new merchandising plan. Including a Handee Painter with 
each can. A supply of handbills bearing your name- show card for 
window or counter. 


Act now! Send the coupon below. Get in on another Kyanize success. 


BOSTON VARNISH COMPANY 


Chicago Everett Station, Boston, Mass. Los Angeles 


SEND FOR FULL PARTICULARS 
Sign and Mail This Coupon 







Boston Varnish Company 






Gentlemen: —Send me full particulars on 
Kyanize Screen Black and the Handee Painter. 








Firm name 


Address 
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“We Don’t Sell Him Either” 


BUT--- 


MR. HARDWARE RETAILER:- 
What good does that do you? 


Wholesale Hardware distributors stra- 
tegically situated thruout the land, intelli- 
gently interested in your needs, have our 
correctly priced Tools, in the selling sizes 
and items only, all set up for conveniently 
offering to your public as values people 
are willing to pay... and are buying mata 
offering a margin that brings youa profit 


because you can sell these Tools. 


ASK YOUR JOBBER 


See our price-tags 
Note their helpful wording 


— our second century — 


The PECK, STOW & WILCOX CO. 
Southington, Connecticut 








Spring Roofing 


Many neglected roofs will be repaired this 
spring. When you order your prepared 
ae oe that SIMPLEX Roofing 
Nails be supplied with the roofing. 


SIMPLEX 





TRADE MARK 


SIMPLEX 
REG. U. 8. PAT. OFF. 


ROOFING NAILS 


These nails are made solid one-piece, 
light shanks, with large area, heavy, rust- 
resisting heads which do not injure the 
roofing. The edges do not curl up when 
driven. Lengths 34” to 2%”. Furnish 1” 
size for new roofs, 134” for laying roof 
over shingles. Plain finish or rust-proof 
cadmium coated. Send for FREE 
samples. 


Crescent Brass & Pin Co. 
Sole Manufacturers 
5770 Trumbull Ave. 
DETROIT MICHIGAN 














118 








Ohio Convention Report 


(Continued from page 116) 


These would be available only to 
companies approved by the NRHA 
and the books of manufacturers to 
whom they were issued would pay 
the cost of three or four audits a 
year under direction and control 
of the association. He offered a 
resolution indorsing the plan 
which was passed by the Ohio 
association. 

C. J. Whipple, president, Hib- 
bard, Spencer, Bartlett & Co., 
Chicago, IIl., wholesale hardware 
distributors, spoke on “Method 
Competition” urging the study of 
method rather than of prices. He 
said “There are three distinct jobs 
in getting goods from the maker 
to the user — manufacturing, 
wholesaling and retailing, and 
when we attempt to mix any two 
of them we invariably get into 
trouble and expense.” Mr. Whip- 
ple declared, “syndicate stores 
have made a more careful study 
of what the consumer wants and 
the price the consumer is willing 
to pay” and that all good mer- 
chandising starts with the con- 
sumer. Jobbers must, he said, 
concentrate business with fewer 
factories and dealers must concen- 
trate purchases with fewer jobbers. 

N. E. Given, Bemidji, Minn., 
president, NRHA, spoke on “The 
Association in Action,” outlining 
its work on codes and other mat- 
ters during the past year. Paul 
Stokes, manager, research depart- 
ment, NRHA, spoke on “The 
Government and Retail Operating 
Costs” and briefly discussed the 
business outlook for 1935. He 
compared the differences in the 
national debt in 1913, 1917 and 
1934, urged reduction of heavy 
relief costs and declared the bot- 
tom had been reached in the heavy 
industries in March, 1933, and 
that although heavy industries had 
gained since then they were still 
45 per cent below 1929. Improve- 
ment in the heavy industries will 
bring further stimulation in the 
retail hardware trade. 

Hon. Martin L. Davey, Gov- 
ernor of Ohio, addressed the an- 
nual banquet the evening of 
Feb. 20, which was attended by 
650 members and guests. Gov- 
ernor Davey paid tribute to the 


business man and outlined some 
of the problems of his office and 
of the state government, explain- 
ing that the state sales tax was 
necessary because of the limita- 
tion which had been placed on 
real estate taxes. “Dusty” Miller, 
newspaper man and humorist ad- 
dressed the banquet. Mr. and 
Mrs. Chester Sellman, Sellman 
Hardware Co., Greenville, Ohio, 
entertained with several numbers. 
A floor show from a local night 
club and dancing were other fea- 
tures of the evening. Fruth’s 
Harmonicateers, Fruth Hardware 
Co., Fostoria, Ohio, gave several 
numbers at the entertainment and 
dance held in the hotel Thursday 
evening. Special features for the 
visiting ladies included a theatre 
party at Loew’s Ohio Theatre, 
courtesy of Smith Bros. Hardware 
Co., Columbus, wholesale hard- 
ware distributors and a luncheon 
at the hotel. Wyatt L. Millikan 
was general chairman of the en- 
tertainment committee and Mrs. 
Walter H. Whissen headed the 
ladies’ committee. 

Resolutions included: a protest 
to the State Sales Tax Commis- 
sion on allowing the Jim Brown 
Fence Co. to absorb the sales tax; 
endorsement of the NRHA mer- 
chandising policy; condemning 
provisions exempting farmers co- 
operative groups from certain 
taxes and code provisions and one 
protesting appointment of repre- 
sentatives of syndicate business 
interests to positions of high 
authority in NRA. 

P. B. Sweger, Lima, was elected 
president succeeding R. A. Chan- 
dler. H. F. Stotzer, Archbold, 
was named vice-president. John 
B. Conklin, Columbus, is secre- 
tary-treasurer. J. C. Blaser, Cleve- 
land, president, Eagle Hardware 
Stores, was elected a director as 
were P. C. Hawk, E. Palestine and 
Ed. Aufdenkamp, Cincinnati. 
Past president Chandler auto- 
matically became a member of the 
board of directors. Other direc- 
tors are: J. W. Bonifield, Zanes- 
ville; J. R. Williams, Columbus; 
L. P. Vallery, Waverly; G. R. 
Hoffman, Toledo and Don W. 
Mitchell, Ashtabula. 
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California Convention 
(Continued from page 100) 


also declared that confidence is re- 
turning, and that confidence has 
much to do with spending. 

Mr. Eberhard also said that if 
a man has $20 in his pocket, but 
is not certain as to his job and is 
doubtful of the future, he will not 
willingly spend more than the $20. 
However, if he has $4 in his pock- 
et, feels sure of his job and is con- 
fident that business is improving, 
he will spend the $4 as down pay- 
ment on a purchase which runs to 
the limit of his credit. 

In concluding, Mr. Eberhard 
said: “Certainty or uncertainty— 
business has to be done. The only 
way to get ahead is to plug right 
along and do it. We all must 
meet difficulties as they arise, and 
prepare for them when we can 
clearly see them coming, but 
nothing is to be gained, and plenty 
is lost, by holding back and shiv- 
ering in fear before we are hurt. 
Based on history, business condi- 
tions and business outlook never 
will be satisfactory at any one 
time for everyone. Remember 
that the best measure of success 
which is obtainable under prevail- 
ing conditions will be realized by 
the man who takes facts as they 
are and does his best.” 

Several of the convention ses- 
sions are punctuated by questions 
and answers, of the sort which 
have been featured at recent state 
and regional conventions, ques- 
tions asked by Fred L. Parker, 
Chico, were answered by Fred H. 
Johnson of San Luis Obispo. 
Those propounded by C. Grover 
Swanson, Eureka, were answered 
by M. C. Gebert, Stockton. Ques- 
tions of George E. Hemler, Jr., 
San Leandro were answered by 
Henry C. Lind, San Francisco. 

The final day of the convention 
was devoted to a trip through the 
plant of the Columbia Steel Co., 
Pittsburgh, Cal. 

Angus W. MacKillop, San Fran- 
cisco, was elected president for 
1935, succeeding Harry Growe, 
Tulare. Other officers are: H. M. 
Weeks, first vice-president; Fred 
L. Parker, second vice-president. 
Leroy Smith remains in the posi- 
tion of manager-treasurer. New 
directors are: Frank X. Farry and 
Fred Bamman. 
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NEW! 
A Household 





with a LARGE 
Potential Market 





There’s a good market for this new household pipe set! It’s 
just the set for the handy man around the home—the thing 
he has been looking for. Here’s what it includes: 


One 14” and one 3%” N.P.T. solid round pipe dies, 2” O.D. 
Made from high grade steel, carefully hardened and tem- 
pered to insure easy cutting and clean, accurate, tight-fitting 
threads. An extra feature—and a handy one—is that the 
dies are exactly 34” thick, enabling them to be used as an 
accurate gage of the length of the thread to cut. 


One die stock with adjustable guide. Can be instantly set 
to fit pipe size by turning cam plate and locking set screws. 
Insures easy cutting and straight threads. 


The price is reasonable enough to cause the handy man to 
buy—only $5.40 list, attractively boxed 
with complete instructions — liberal 
discount to you. 














TAPS, DIES, 

TWIST DRILLS, 

REAMERS, GAGES, 

SCREW PLATES, PIPE 

TOOLS, SCREW 
EXTRACTORS 
sate 

Theres More Money 


in Stocking the 


Use this new pipe set as a sales stimu- 
lator during the coming months. It’ll 
pay you well—in immediate sales— 
and in getting your trade acquainted 
with the unexcelled performance and 
long life of the “Greenfield” all-inclu- 


sive line. 







Send for details on this household 
pipe set and the “Greenfield” line as 
a whole. 

















GREENFIELD. - MASS.., U.S.A. 
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Nine out of every ten farms, 
in the United States have no | 


electric power for lighting. 


Dietz Lanterns supply the only 


Southern California Convention 


(Continued from page 102) 


ing the past year, according to 
Mr. Gallaher. 

The fifth session was opened 
with Vice-President R. H. West- 
brook in charge. Milton M. Gair, 
Redland’s community _ builder, 
spoke on the “Alliance of Inde- 
pendent Merchants and Against 
Mergers and Syndicates in Preda- 
tory Price Field.” He described 
past and prospective anti-chain 
legislation and reviewed the find- 
ings on chain competition given in 
the Canadian government’s (Ste- 
vens) report. 

Prof. Fred P. Woellner, Univer- 
sity of California, Los Angeles, 
talked on “Government and Busi- 
ness.” Prof. Woellner expressed 
the hope that hard-headed_busi- 
ness men would stick to their 
hard-headedness and not forego 
their good economic sense. 

The ever-interesting question of 
“Obligation of Manufacturers to 
Wholesalers and Retailers” was 
discussed by George H. Halpin, 
sales manager, Minnesota Mining 
& Mfg. Co. He stressed the neces- 
sity of the jobber’s place in the 


aiming at a quality standard and 
not down to a price. 

Col. William Evans, Federal 
Housing Administration, spoke of 
the possibilities for the hardware 
dealers in the Housing Act. 

The last session of the conven- 
tion was opened by incoming 
President R. B. Isner. Dr. W. D. 
Moriarty, director, School of Mer- 
chandising, University of Southern 
California, talked on “How to 
Elevate the Science of Salesman- 
ship and Merchandising.” C. A. 
Gummere, nationally known sales 
lecturer, also spoke on salesman- 
ship. 

Resolutions adopted approved 
of the California Fair Trade Act, 
urging all dealers and manufac- 
turers to take advantage of it; 
asked that the name of California 
Retail Hardware Association be 
changed to Northern California 
Retail Hardware Association to 
eliminate confusion; asserted that 
642 hardware dealers in Southern 
California had gone on record as 
against the 30-hour week, and 
urged taxing of chain store sys- 





light at milking time and for after | pusiness set-up, urged selling 
dark chores on millions of farms. | quality merchandise fairly priced, 


tems having more than three 
stores. 


Because Dietz Lanterns provide | - 


the most practical portable light Connecticut Convention 


for outdoor farm work, they are (Continued from page 104) 








essential equipment on ALL farms 
. .. whether electrified or not. 


The approximately 6 million farms 
in the United States provide a 
steady market for Dietz Lanterns 
that affects the business of hard- 
ware merchants wherever located 
... a business so dependable and 
profitable that it warrants the 
display and pushing of Dietz Lan- 
terns thruout the seasons when 


they are most in use. 
« 


R. E. DIETZ COMPANY 


NEW YORK 


MAKERS OF LANTERNS FOR 
THE WORLD .. . FOUNDED 1840 


Output Distributed Through the Jobbing 
Trade Only. We Do Not Sell Chain Stores, 
Catalog Houses or Syndicate Buyers 
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afraid to try to sell items selling 
at relatively high price. An exec- 
utive of the Hartford Power Co. 
read the charter, of TVA, which, 
he said, was so broad it cov- 
ered almost everything. He, too, 
pledged cooperation to the dealers 
of the State in the sale of appli- 
ances. 

Saunders Norvell, contributing 
editor, HARDWARE AGE, was the 
final speaker. He told of the 
changes that had taken place in 
the 53 years of his business ex- 
periences and outlined the famous 
mail order fight which he led 30 
years ago. The progress of this 
effort was finally nullified, he 
said, by jealousy among compet- 
ing wholesalers who wouldn’t 
stick together because a few more 
active ones were getting too much 
prominence. Due to the lateness 
of the hour, this speaker curtailed 
his talk to a brief summary and 


promised to attend another meet- 
ing at an early date to give the 
full talk. 

Mr. Marvin was elected presi- 
dent, succeeding Mr. Daniels. 
Vice-presidents chosen are: George 
Stuart, Thompsonville, and H. L. 
Blakeslee, Thomaston. Secretary 
Charles Freeman, Branford, and 
Treasurer Herman W. Morse, 
Meriden, were both re-elected. Di- 
rectors chosen for three years are: 
Fred H. Wilcox, New Haven; Wil- 
liam G. Shepard, Guilford; Lester 
Haywood, Middletown, and Mr. 
Haskell, Hartford. Directors with 
two more years to serve are: C. J. 
Lindquist, Bridgeport; F. T. Blish, 
Jr., South Manchester; Harry 
Mark, Ansonia, and Carl Raven, 
Meriden. Directors with one more 
year to serve are: Clinton Welch, 
Westport; C. W. Harrison, Mil- 
ford; L. E. Wheeler, Seymour, 
and J. L. Palmer, Wallingford. 


HARDWARE AGE 
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Montana Report 
(Continued from page 106) 


been greatly strengthened. He em- 
phasized that the purpose is to 
help the farmer get out of debt 
rather than to undertake addi- 
tional financial obligations. 

R. C. Archer, Chicago, IIL, 
northwest district sales manager, 
International Harvester Co., dis- 
cussed mutual problems of manu- 
facturers and dealers. Mr. Archer 
urged dealers to be familiar with 
the lines they handle, and not to 
depend on manufacturers’ repre- 
sentatives to close their sales. In 
greater self-dependence in this re- 
spect on the part of dealers, he 
foresaw considerable hope in cut- 
ting down manufacturers’ distri- 
bution costs. 

L. A. Campbell of Helena, ex- 
ecutive secretary, Montanans, Inc., 
an organization similar to a State 
chamber of commerce, spoke on 
“The Development of Montana.” 
He bespoke a mobilization and co- 
ordination of. Federal, State and 
community groups to provide in 
the vast range territory water res- 
ervoirs sufficient to produce winter 
feed for livestock. He expressed 
the belief that such undertakings 
will be self-liquidating. 





Missouri Report 


(Continued from page 108) 


not interested in products as such, 
but in their uses, he said. This he 
learns to a great extent from the 
retailer, as well as the retailer is 
equipped to attract sales by this 
method. Mr. Squibb predicted: 
“It will pay you to take time out 
to make a survey of farmers’ needs 
in your vicinity. You will find 
many opportunities to do a profit- 
able business right now.” 

Mr. Crandall, in interpreting 
“Teamwork Between Wholesaler 
and Retailer,” expressed the opin- 
ion that one of the outstanding 
causes of our inability to meet 
chain store competition is the ex- 
pense of distributing merchandise 
through our manufacturer-whole- 
saler-dealer road to market. This 
situation will eventually be cor- 
rected, according to Mr. Crandall, 
by coordinating the three func- 
tions of manufacturing, warehous- 
ing and retailing in an effort to 
eliminate all of the useless waste, 
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THAT GUY 
NEEDS THE 
STAMINA OF 








America’s Fastest 


GOES THE 
50° SHADE- 


>' CLOPAY 


Holds fast! 


"THE laboratory tester has no prejudices 
—pays no attention to price. It simply 
puts in the pressure until something gives 
way and records the result. So, when called 
upon to show the difference in strength 
between a 15c Clopay window shade and a 
regular 50c retailer, it nonchalantly affirmed 
that 43.7 pounds per square inch was needed 
to burst the Clopay while the 50c shade gave 
way at 32.3 pounds. 


Millions have found that the extra strength 
thus indicated also mzans longer wear, 
greater freedom from pinholing and fraying 
at the edges. So, they’re flocking back for 
more Clopays and telling friends about 
them. Aggressive national advertising, too, 
is making hundreds of new buyers daily. Are 
you getting your share of this business? If 
not, why not start NOW? Write at once for 
samples and prices. 


CLOPAY CORP., 1385 York St., Cincinnati, Ohio 
WINDOW 


Selling 





fully assembled. Made 


10-gallon. 


ener. 





ible clamp. 


St. Louis 


Dazey Churns 
Jobbers :1 Dealers 


The DAZEY has been,the leading Churn 
for many years and has always been sold 
— through legitimate Jobbers and Dealers. 
Endorsed by Good Housekeeping Institute, State Agricultural 
Colleges, and Scientific Buttermakers everywhere. It is strictly 
a “Quality” Churn. Only the best materials are used and care- 
in sizes to suit 
everyone’s requirements, from 2-quart to 
The extension of electric power 
lines into rural districts has opened up a 
new field for DAZEY Electric Churns. 


DAZEY SHARPIT 


All purpose 
Requires no skill. The 
original Sharpener of its type. 
Patented grinding wheels. At- 
tractively finished 
proof electro plating. Fur- 
nished with removable, revers- 


Order from Your Jobber 
Dazey Churn & Manufacturing Company é 








sold only through 
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MORE NETTING SALES 


— OF” uk savt® 


ee wiR 
- ; LL. & 
INDIAKRA eter IRDIANA 


Egg prices are up....Live poultry 

rices are climbing.... The demand 
es baby chicks has shown a marked 
increase .... All of which means more 
Poultry Netting Sales for you in 1935. 


New fences must be erected; old ones 
replaced. The first signs of spring will 
bring customers for poultry netting 
into your store. 


Be prepared to meet this demand with 
ample stocks of U. S. HEXLOK--the 
perfect hexagon mesh netting--and 
U. S. STRAITLOK--the perfect 
straight-line netting! Place orders 
now for prompt delivery! 

Ask your jobber or write direct to us! 


INDIANA 


STEEL & WIRE CO. 


MUNCIE INDIANA 
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or at least minimizing it. He com- 
pared the functions and expenses 
in the chain store and indepen- 
dent methods of distribution, and 
outlined 12 steps that could be 
taken to effect more efficient and 
economical distribution through 
the independent channel. 

Ralph W. Carney, sales man- 
ager of the Coleman Lamp & 
Stove Co., Wichita, Kan., in 
“Welding the Weakest Link,” said 
that retail selling makes the differ- 
ence between “black ink and red.” 
He urged a commission method of 
paying the sales force, based prob- 
ably on what one now sells to 
earn a salary. “Give him a quota 
and let him make extra money 
above that,” he said, as an incen- 
tive to greater earnings and per- 
manent employment. 

F. A. Metzler, Carlinville, IIl., 
was elected president of the Mis- 
sissippi Valley Farm Equipment 


Association, succeeding Clem 
Schneider, St. Peters, Mo., who 
became chairman of the board of 
directors. W. V. Jeans, St. Louis, 
was re-elected secretary. New 
members of the board are E. C. 
Roediger, Robertson, Mo., and 
W. T. Bryant, Charleston, Mo. 

Members of the Mississippi Val- 
ley Farm Equipment Association, 
Mr. Jeans said, are subscribing to 
a petition to manufacturers to 
cease selling direct to State-owned 
and public utilities, farm corpo- 
rations and such users, for the 
reason that the retail dealer is 
forced to service implements or 
tools and is therefore entitled to 
the profit accruing from their sale. 

Dancing and a privately staged 
vaudeville show were the social 
diversions during two evenings, 
and special features had been ar- 
ranged for the entertainment of 
the ladies. 





The Technique of Down Payment 
Control 


(Continued from page 67) 


be more general. The writer has 
reports of two stores which ana- 
lyze the average down payments of 
individual salesmen, awarding a 
monthly prize. Another store has 
a continuing monthly analysis of 
down payment, with information 
on these points required for each 
deal—“‘Was the customer able to 
pay more?” “Would salesman- 
ship have secured more?” 
“Would insistence on a higher 
payment have lost the sale?” “Did 
terms competition influence this 
deal?” The difficult point is to 
secure honest answers. 

Low down payments to accom- 
modate first-class credit risks are 
one thing; their cost to the in- 
stalment store is chiefly increase 
in capital and office expense items. 
Low down payments to sell poor 
risks, unable to make a reason- 
able payment, weak in credit rec- 
ord and resources, with default 
all too likely to occur, are some- 
thing else. A policy of requiring 
that low down payment be justi- 
fied in every case by the accom- 
panying circumstances should be 
rigidly enforced. We find very 
conservative hardware stores 
granting very low down payments 
on occasions, but always—by in- 


tent, at least—under conditions 
which make the transaction safe. 
The management task is to strike 
a nice balance between safety and 
economy, on one side, and the 
sales stimulus of reduced pay- 
ments on the other. By doing a 
better selling job, and by master- 
ing the technique of down pay- 
ment control, most instalment 
stores can increase their average 
down payment, and not suffer in 
sales to any appreciable extent. 


(All Rights Reserved, Bartlett 
Service) 





Hanover Wire Cloth Booklet 


Hanover Wire Cloth Co. has issued an 
interesting and informative booklet con- 
taining more than forty pages of illustra- 
tions, Federal specifications, wire gage 
charts, etc. Federal specifications for wire 
cloth include the Federal Standard Stock 
specifications and Navy Department speci- 
fications. Data is given on wire gages and 
approximate weights per roll of wire screen 
cloth in different lengths and meshes in 
black or galvanized and in bronze. Sev- 
eral pages describe the use for different 
grades of wire screen cloth offered by the 
Hanover company. Cartons used for dif- 
ferent grades are illustrated in color. Sur- 
face tables and retail sales prices for wire 
screen cloth are given on 16 different 
widths. Wire cloth tables showing the 
number of square feet per roll are in- 
cluded. Hanover Wire Cloth Co., Han- 


over, Pa. 
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N ot what we say. but what it does! 


Make that test and see for yourself 
that the ZENITH WASHER is 


Faster,—more thorough—Easier on 
the clothes— 


It couldn’t be anything else, because :— 
1. Only Zenith has the conical clothes separator that keeps clothes 
spread out in the path of the cleansing current. 


2. Only Zenith has gentle rubber hands that are careful of even 
the finest fabric. 





3. Only Zenith has an all aluminum wringer frame with roll 
tension automatically adjusted to thick and thin pieces at 
either end of the roll. 


4. Only Zenith has a mechanism so simple that, Blindfolded, 
its five moving parts can be taken down and reassembled. You 
have no service problem with a Zenith. 





There are other reasons why you, too, can sell Zenith Washers. 


Write for details to 


MARSHALL-WELLS COMPANY 


Duluth—Billings—Portland—Spokane—Minneapolis 























More ABW SHOVELS ARE SOLD 
THAN ANY OTHER MAKE 





WHY? 


BECAUSE—for 161 years, ever since John Ames set 
up his hand-forge in Massachusetts in 1774, we’ have 
been making shovels. 


We have adopted every scientific improvement in 
treating steel, every new device and machine for 
making our shovels stronger, lighter and of a greater 
merchandising value. 


FOR EXAMPLE—all our Solid Shank shovels are now 
armored at the "danger line," where the prying strain 
comes, with the new Patented ABW Shock Band. This 
increases the handle strength about 21%. No other 
shovel can have it. It costs you no more. One of the 
many reasons why 


MORE ABW SHOVELS ARE SOLD 
THAN ANY OTHER MAKE 


AMES BALDWIN WYOMING CO. 
North Easton, Mass. Parkersburg, W. Va. 
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IN THIS LINE OF 
TACK PRODUCTS 


NO GUESSING 


You do not even have to 
touch the box to get the 
complete specifications. 
Staples—cut tacks—small nails— 
escutcheon pins—wire nails and 
wire brads in individual flat style 
boxes, with complete information 
on the lid of each. This new line 
of sterilized Tack Products in 
their convenient, colorful pack- 
ages which tell the story of a qual- 
ity line, quickly win consumer 
preference—and bring back satis- 
fied customers. 


They sell at a glance! 


Why not the Best? 
Made by 


THE CLEVELAND TACK WORKS 


DIVISION OF 





THE BISHOP & BABCOCK SALES CO. 


CLEVELAND, OHIO 
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How We Get Maximum Returns on 
Our Advertising Expenditures 


(Continued from page 75) 


When we adopted the procedure 
of pushing the best months, as is 
here explained, we found the gross 
sales percentages in slow months 
getting smaller. But the smaller 
percentage never represented in 
actual money less than the larger 
percentage of previous years, be- 
cause the year as a whole showed 
an increase. This may be clearer 
to you if you again refer to Fig- 
ure A. We would not care if 
January represented only 1 per 
cent of the year’s gross sales in- 
stead of 5.15 per cent, if the ac- 
tual money were not less than 
$2,317.50, as arbitrarily shown in 
Table No. 1. By planning our 
spending, we hoped to and have 
succeeded in pushing the best 
months without increasing our ad- 


vertising cost. We have also ob- 
tained successive yearly increases 
in gross sales and net profits. 

If you desire to “force” busi- 
ness, this plan of budgeting your 
advertising funds does not work. 
But for a long year-to-year pull 
this system has worked out very 
successfully. It definitely reduces 
the advertising cost per sale, 
which is of prime importance in 
a seasonal business such as hard- 
ware. It also reduces expense 
during the months when there is 
the least money coming in. More- 
over, it allows us to use more 
newspaper space when the larger 
advertisements of competing out- 
lets might eclipse ours if we did 
not have an adequate monthly ap- 
propriation available. 


Lack of Organization Hampers Manu- 
facturer—Wholesaler—Retailer System 


(Continued from page 112) 


houses and department stores, 
while they themselves promptly 
get back into the same old rut of 
destructive business methods and 
cut-throat competition among 
themselves. They have discussed 
the same old business reforms for 
years—talking gets them nowhere. 

If it is possible to organize the 
independent hardware dealers into 
a group that will give a board 
power to act for them, to repre- 
sent them as a unit, they will not 
be obliged to go to the jobber or 
manufacturer, hat in hand, with 
an appeal. Organized retailers 
might learn to say “you shall” in- 
stead of “you should.” 

In the minds of many, there is 
no question but that the independ- 
ent retail hardwaremen are rapid- 
ly having the ground cut from un- 
der them and that it will be but a 
few years until the larger organ- 
ized merchandising concerns will 
have wholly taken over the busi- 
ness of the unorganized independ- 
ent retailers. 

Realizing, as every independent 
retail hardwareman who thinks or 
reads must himself realize, that his 
chosen profession is in the process 


of being wiped out by the organ- 
ization route, we are not sure that 
the members of our various retail 
hardware associations would not 
flock to a plan of organization, 
under which they would be abso- 
lutely bound (by their oath or 
otherwise), to work together and 
faithfully live up to such agree- 
ments as might be approved by a 
three-fourths majority of their 
membership. 

Convention periods should in- 
clude one day of long hours, se- 
riously spent by the retailers be- 
hind closed doors, determining 
what should, can and will be done 
in the interests of the retail hard- 
ware dealers. One day without 
the influence or too much chari- 
table thought of the jobber or 
manufacturer—might dub this day 
“Pork Day.” 

In the business of manufactur- 
ing goods and getting them into 
the hands of the consumer, it is 
about time to be putting a stop to 
the tail wagging the dog. 

The independent retailer is the 
dog in America’s distributing sys- 
tem. 

The retailer has been told so 
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237 Prizes worth 


$2,070 for best 
Windows 


ON THIS 


MOTH BAG-FLIT OFFER 


Take this opportunity to secure a big in- 
crease in your Flit sales. Combination offer 
—Moth Bag with every quart of Flit. 

Be sure to enter the window display con- 
test. To the 237 dealers submitting best 
windows, we will award merchandise prizes 
worth $2,070. Write us for your display 
and complete details of the contest. 

This combination offer of a Moth Bag— 
Quart of Flit Spray will be prominently 
advertised in leading women’s and general 
magazines—numerous full pages in color. 
Newspaper advertising in key cities will 
also feature this special offer. 

Special Dealer Discount: Get in touch 
with your wholesaler regarding the special 
dealer discount on Flit Spray and Flit 
Powder which expires May 15, 1935. 


WINDOW DISPLAY MATERIAL FURNISHED FREE ON REQUEST 





Copr. 1935, Stanco Inc. 
STANCO DISTRIBUTORS INC. © 2 PARK AVENUE © NEW YORK 





A buyer turns the trick 











* WIFE'S ENTHUSIASM ABOUT HER NEW BISSELL AT HOME 


GIVES BUYER AN IDEA 





2 


“PLACES A DISPLAY OF BISSELLS IN PROMINENT PART 
OF HOUSEFURNISHINGS SECTION 








T Ww Ww 


| ] 













































4. 











DEPARTMENT 





$ 





* BEAMS AT THE AMAZING RESULT — MORE THAN DOUBLES 


BISSELL SALES THE FIRST MONTH 


STANDS ANOTHER ON STAIR LANDING, AT FLOOR COVERINGS 














A display of Bissell Sweepers never fails to improve the oper- 
ating statement of houseware departments. Here’s one item 
with an assured good mark-up and no offsetting markdown, 
Turnover is high; consumer acceptance real; because Bissell 
is the only sweeper backed by consistent advertising right in 
your shopping area. It will pay you, as it has others, to write 
for the complete Bissell story. 


BISSELL CARPET SWEEPER CoO. 


Grand Rapids, Mich. 
New York Office and Export Dept., 46 W. Broadway, New York 
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Good Housekeepin 
Go, e Institute , ~ 





AWARDED 


FAMOUS SEAL 


When your lady customers drop in— 
let them see that you feature this quick 
new way to get the dirty work done. 
Will they be interested? What woman 
isn’t vitally interested in household 
labor saving! 





NEW DISPLAY MAKES SALES 


Nature gave qualities to Anna Sponge 
that man-made articles don’t duplicate. 
A dip and it’s wet—a squeeze and it’s 
dry. No wonder Anna Sponge is con- 
sidered the speediest household helper. 
And this new peppy display brings 
Anna Sponge forcefully to the front. A 
quick chance to catch your lady cus- 
tomer’s eye .. . and Anna Sponge rings 
up another sale. 


Every Anna Sponge is sterilized, sealed 
in cellophane. There is a booklet in 
color in every package, describing many 
cleaning uses. Tells the housewife how 
easy it is to keep Anna Sponge clean 
and fresh. There is a handy hanger tape 
(patent pending) on every Anna Sponge. 


Order through your jobber. For fur- 
ther information, send penny post card 
for full color circular 36 showing 
Anna Sponge sales helps that make 
money for you. Be sure to give job- 
ber’s name when you write. 


AMERICAN SPONGE & CHAMOIS CO., INC. 
47 ANN STREET, NEW YORK 
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| often that he is working for the 


jobber and manufacturer that he 
half believes it; in truth, the re- 
tailer furnishes both the jobber 


| and the manufacturer with a job. 


Through habit we say there are 


| three links in America’s chain of 


distribution, while in truth the re- 
tailer is the only distributor. He 
is the only man who has any con- 
tact whatever with the ultimate 
consumer—he is the only man who 
meets the consumer face to face. 
And Mr. Manufacturer might as 
well learn that the consumer al- 
most entirely depends upon the 
retailer’s advice as to what to buy 
and what not to buy. 


The Jobber 


The jobber is a highly valuable 
employee of the retailer. He is 
primarily the retailer’s buyer and 
transportation man; however, he 
often performs valuable service in 
acting as the retailer’s diplomat in 
dealing with the manufacturers. 


The Manufacturer 


The manufacturer is a fellow 
down East who is making goods 
and wares with confidence that dis- 
tributors will have the intelligence 
to approve and appreciate them 
and faith in their ability to pass 
them on to the consumer. 

Because of the fact that the in- 
dependent distributors (the retail- 
ers) are not organized, the manu- 
facturers have not been taught to 


place a proper valuation upon 
their actual distributors, their mis- 
sionaries, who really put 75 per 
cent of the manufacturer’s prod- 
uct into the hands of the people 
for whom they were made—the 
ultimate consumer. 

Recently a manufacturer be- 
came peeved when asked what 
stand he would take in regard to 
furnishing goods to chain stores 
and catalog houses at prices ma- 
terially lower than the prices he 
would demand from the independ- 
ent system. He answered, “If I 
see fit to do so, what do you pro- 
pose to do about it?” Would a 
manufacturer make such a reply to 
the representative of an organized 
group who were absolutely re- 
sponsible for the distribution of 
75 per cent of the goods going out 
of his factory? 

Mr. Doubting Thomas suggests 
that an organization of all retail 
hardware dealers would be too big 
and unwieldy to work. Our labor 
unions are not too big to work. 

Will the retail hardware dealers 
organize? 

Will the retail hardware deal- 
ers establish an organization 
which will place them in their 
rightful position, at the head of 
the line of industry which supplies 
the consumer with the things he 
requires, or are they only capable 
of being at the tail? 

Will the retail hardware deal- 
ers organize or will they travel 
the route blazed by the grocery 
and drug dealers? 





PASHA Convention Report 


(Continued from page 98) 


has more for his pains from the 
chains. But on analysis, Mr. 
Garretson said, to the few inde- 
pendents who really merchandise 
his goods, he would stick to the 
end. That, he said, was his ob- 
ligation, imposed on him by these 
dealers. The Manufacturer’s ob- 
ligation ends when the dealer’s be- 
gins. 

Rivers Peterson, editor, Hard- 
ware Retailer, entered the pro- 
gram here to explain the sales 
manual and the questionnaires 
that are being sent out to sales 
people, and to make an appeal for 
enrollments to the selling course. 


Luther Stein, Belknap Hardware 
Co., Louisville, Ky., on the topic, 
“Teamwork Between Wholesaler 
and Retailer,” gave a lengthy but 
interesting talk on the right atti- 
tude of independent dealers toward 
chain store competition. Mr. Stein 
held that dealers as well as others 
should consider the things of the 
good years along with those of the 
bad and cited many advantages 
that come out of difficult times. 
Greater and more numerous medi- 
ums of news transmission had 
made this depression seem the 
greatest ever, but the speaker said 
there had been others as bad. 
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ACG. v.58, pat. OFF. 


AN OLD FRIEND 
IN YOUR STORE 


heal 


aA ast MOvVeT 


FF 133 years du Pont powder 


has been sold in the stores of 
America. No other item in the hard- 
ware and sporting goods trade has 
a longer and more honored record. 
From the time of Dan’] Boone right 
down to this very day, millions and 
millions and millions of shooters have 
shot du Pont powder. 
In the old days they bought it from 
a keg. Now they buy it loaded in the 
best ammunition. 
E.I.DU PONT DE NEMOURS & COMPANY, Inc. 


Sporting Powder Division 


Wilmington, Delaware 
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Contains No Harmful Chemicals— 
Ether or Ammonia—Non-inflammable 


Old English Foamy Upholstery 
Cleaner is featured by Lazy Dan, 
radio’s most popular minstrel man, 
over a coast to coast hookup of 57 
Columbia Radio Stations. Millions 
of listeners tune in on this program 
every week and are being acquainted 
with this marvelous scientific dis- 
covery. In addition to this extensive 
radio program, Old English Foamy 
Upholstery Cleaner is being adver- 
tised in Good Housekeeping and 
Better Homes and Gardens magazines 
and 65 metropolitan newspapers. 
Here is a new Old English profit 
maker for dealers. 


New and Different 
Contains no ether or ammonia or 
any other harmful chemicals that 
are injurious to the hands or fabrics, 
Although it dissolves dirt and grease 
instantly, it is guaranteed safe to all 
fast color fabrics. Old English can 
be used ———— that plain water i 
alone can be used. It’sa great money mag 
and work saver for eisenives, Pee Wipe Off With Dry Cloth 
hard rubbing or scrubbing — the 
foam does the cleaning and no direct moisture touches the fabric. 


FREE Displays and Circulars 
Complete dealer helps for Old 
English Foamy Upholstery Cleaner 
are yours for the asking. Striking, 
colorful display cards and interest- 
ing, helpful color circulars—use 
them to tie up with the Only Nation- 
ally Advertised Upholstery Cleaner. 

Write The A.S. Boyle Company, 
Inc., Dept. HA-3, 1934 Dana Ave., 
Cincinnati, Ohio, for advertising 
material or prices on Old English 
Foamy Type Upholstery Cleaner. 


Old English 


UPHOLSTERY 
CLEANER 


Endorsed by Good Housekeeping and 
Better Homes & Gardens magazines. 
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SELLS ON 
SIGHT 





—_ 


ae ties 
Because it a 


ALWAYS LOOKS BRIGHT! 
and it 


NEVER NEEDS SCOURING 


Have you ever known a woman who 
liked to scour skillets? 

We haven’t either! 

These Modern, New EVEREDY FRY 
PANS are perfect “room mates” for 
the “streamlined” stoves that are 
today’s Best Sellers. 
YOU GET OVER 50% MARK-UP on 
EVEREDY SKILLET Deals. And plenty 
of Advertising and Display Helps . . . 
FREE! 

Ask your jobber for this Live Money 
Maker—or write direct to 


THE EVEREDY COMPANY 
Frederick Maryland 


EVEREDY 


CHROMIUM PLATED 


SKILLETS 













This Standard Duty Signal 
Yo inch drill is mechanically and 
electrically correct. it has an 
abundance of power, is well-bal- 
anced and light in weight. 
Backed by the well-known and 
accepted Signal name. Write for 
discounts — that mean real 
profits. 


SIGNAL ELECTRIC MFG. CO. 


Menominee, Michigan 


OFFICES IN PRINCIPAL CITIES 


AL 


AT 
— SS) 
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Attention had been focused on 
the large numbers of unemployed, 
but none paid to the millions reg- 
ularly employed. Last fall’s busi- 
ness and the past Christmas sea- 
son had been a wide improvement 
and they showed that the desire 


| for good merchandise had not 


been killed. Speaking of the chain 
store, Mr. Stein said chains had 
many losses and quoted figures 
to show they had declining aver- 
age sales per store. He also 
showed that they were not grow- 
ing at the rate some believe. Their 
problems are tremendous and 
their personnel problem alone 
would cause independent stores 


| to quit. He said if the well-man- 
| aged retail store can keep its cost 
| of doing business between 20 per 





cent and 25 per cent, the chains 
will have a harder time compet- 
ing with them. Mr. Stein urged 
dealers to see that they got a good 
markup, and said it is suicidal to 
try to meet chains on all compet- 
ing lines unless prices were also 
raised on other items to meet the 
higher chain prices. Many deal- 
ers, he said, have had to raise 
their prices substantially to meet 
the chains. He pointed out the 
necessity for new lines being ad- 
ded and cited the selling of motor 
oil in cans. Hardware dealers in 
the former years sold axle grease, 
but have allowed grocers and 
others to handle the motor oil. 
The speaker reminded his hearers 
that farm buying power is better 
than it was and that this field of- 
fered much virgin territory for 
such things as home conveniences. 
Rivers Peterson reviewed the 
work of the Association at Wash- 
ington, in connection with the 
NRA and the outlook for the 
future, on Thursday morning. The 
motion picture, “Forward Amer- 
ica” was presented and was 
enthusiastically received. 


Dr. W. G. Allison, field repre- 
sentative, Edison Electric Institute, 
said, “It appears that 1935 will be 
a big year in the electrical ap- 
pliance field. From all indications 
we will make new history in total 
volume of sales. There are many 
factors which make this possible.” 
Emphasis on the subject of elec- 
tricity; widespread reduction in 
rates; lower priced appliances 
and small down payments and 
long extended payments were 
given by him as reasons for an 
increased volume. He urged co- 
operation in local advertising to 
stimulate local sales activity, 
thereby increasing sales volume 
and said, “we are faced with the 
possibility of a tremendous vol- 
ume—but we are faced with a 
situation that demands the closest 
sort of sympathetic and thorough 
cooperation we can sell the mer- 
chandise. We can make a profit— 
if we cooperate.” 

Entertainment was varied and 
popular. It included a dance on 
Monday evening, preceded by an 
address by Dr. F. H. Green, hu- 
morist; a stage smoker on Wednes- 
day evening, given by the Pitts- 
burgh Retail Hardware Associa- 
tion; the PASHA annual ball on 
Thursday evening. The ladies 
were entertained on Wednesday 
afternoon at a bridge and bingo 
party and at a matinee at the 
Alvin theater on Thursday. 

Walter T. Massey, Dover, Del., 
succeeds Frank Fifer, of Philadel- 
phia, Pa., as president. Howard 
Sheeler, Red Lion, Pa., is first 
vice-president; J. T. McCullough, 
Kittanning, Pa., second vice-presi- 
dent; and E. Hulings, Antrim, Pa., 
is third vice-president. 

The new executive committee is 
composed of Ernest Johanneson, 
Baltimore, Md., H. D. Whieldon, 
Greenville, Pa., and George E. 
Corcelius, Huntington, Pa. 


How's the Hardware Business ? 


(Continued from page 97) 


facturers, on March 1. Leading bolt 
makers found 1934 operations so 
unprofitable that they are de- 
termined on price recovery, despite 
some lack of support from smaller 
manufacturers, and from wholesal- 
ers who had laid in low-priced 
stocks. 


The cost mark-up provision of 
the retail lumber code expired Feb. 
28, and was allowed to lapse by of- 
ficial announcement from the Na- 
tional Industrial Recovery Board. 
The industry had asked that the 
provision be continued until a meet- 
ing of the code authority in April. 
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MAKES A HOSE 
DO MORE THAN SPRAY 


The New Keystone VAC-SPRAY Hose Nozzle per- 
mits fertilizing, disinfecting and watering as well as 
the work expected of an ordinary garden hose nozzle. 


Offer it to your customers as the all-purpose hose 
nozzle for use around the house, in the garage, barn, 
garden, orchard, animal pens or stable. They'll like 
the better mixing and time it saves in fertilizing and 
disinfecting in one operation. They’ll be quick to 
appreciate the advantage of its ingenious regulating 
device, which permits complete control, from a power- 
ful stream to a fine spray and instantaneous shut-off. 


Any customer who examines this heavy, chromium 
plated, permanent hose nozzle will be willing to pay 
75¢ for its many advantages. You have thousands of 
prospective buyers. 

The Keystone VAC-SPRAY is boxed individually, 
one dozen to the attractive display carton illustrated 


below. ORDER NOW, and cash in on the profits 
available on this fast selling item. 


Ask your jobber today for full details. If he does 
not as yet handle VAC-SPRAY, write direct to us. 


D> 
THE MOSE WOZZLE T™ oe as (( 
DOTS MORE TWAS SPR. 


“ 
8 
5 
ie 
6 
$ 





KEYSTONE BRASS & RUBBER Co. 


811 CHESTNUT STREET PHILADELPHIA, PA. 
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| BIG CANNING YEAR 





America's fastest-selling cooker is the 
National Pressure Cooker. It is imitated 
in appearance, but never approached 
as a sales maker. 


YOUR CUSTOMERS KNOW AND WANT A 


NATIONAL COOKER 


Standard for 20 years, this cooker 
is known in millions of homes. 
Don't be confused by imitations. 
There is only ONE National Pres- 
sure Cooker, and it is made at 
Eau Claire, Wisconsin. Write for 
attractive window display and 
promotional material. 

A new and vastly superior National 
automatic can sealer, the Seal-O- 
Matic, with an attachment that 
opens and reflanges cans, is an 
additional profit-maker. 


ee oom 
SPECIAL CANNER 


A new National Pressure Cooker de- 
signed especially for canning. 
Equipped with a wire basket instead 
of racks and pans. Holds 20 No. 2 
cans or 10 No. 3 cans. Specially priced 
with good profit for you. 


Lo 


en 
PRESSURE COOKER COMPANY 


EAU CLAIRE, WISCONSIN 


MANUFACTURERS OF APPROXIMATELY 90 PER 
CENT OF ALL PRESSURE COOKERS IN USE TODAY 





GET READY FOR A 





129 











With Replaceable 
Double Blades” 


HOUS 


roo. -neq| NO Sreversiace 
29 | PISTOL crip scraper O¢ 


LANDON P SMITH. Ine IRVINGTON NJ 
Mfr's.of the Genuine Red Devil’ Glass Cutter 





A DISPLAY THAT SELLS SCRAPERS 


. neglected building and 
home repairs, aided by government 
loans, should kee carpenters, painters, 
decorators, and foode Andys busier 
this spring than for years past. All of 
them need one or more good Wood 
Scrapers. Be ready to supply these 
up-to-the-minute Red Devils . . . 
double blades . . . improved —~ 
for faster, easier work . . . unequalled 
value at the price. 


Landon P. Smith, Inc. 


IRVINGTON, N. J., U.S. A. 


GLASS CUTTERS « GLAZIERS POINTS - GLASS PLIERS e 
PUTTY KNIVES - WOOD SCRAPERS - LAWN SPRINKLERS 


ARMSTRONG 
STAR DRILLS 





Double Blades 
Double Service 




















Drop Forged 

Special Steel 
Heat 

Treated 


Improved 
Design 


Here at last is a 
complete line of 
quality star drills, 
with standardized 
prices and _ pro- 
tected profits. 

Drop forged from special 
steel, hardened, heat- 
treated and tempered; with 
improved head_ design, 
these drills ‘‘make_ hole”’ 
rapidly in concrete, stone or 
brick and hold their sharp, 
fast-cutting quality. 

Made in all sizes from 
¥%” (by sixteenths) to 2”, 
they have within a few W rite 
months become the leading for 
line in this field. Circular 


ARMSTRONG BROS. TOOL CO. 


“The Tool Holder People” 
314 N. Francisco Ave. CHICAGO, U. S. A. 
New York Sales Office: 109 Lafayette Street 
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The average mark-up—the difference 
between cost to the dealers and their 
selling price—since last June has 
been 29 per cent. Before that it 
was 41 per cent. In NRA circles 
it was held doubtful that the lapse 
of the mark-up provision would 
move lumber prices downward for 
the government housing program. 
The industry has been living on a 
hand-to-mouth basis for many 
months, and prices for the higher 
grades of lumber are tending up- 
ward. 
* * * 

Prices on pig tin have recent- 
ly been weaker than for a long time 
—with a drop of three cents or more 
in the wholesale New York quota- 
tions. Current prices on bar solder 
have been partially affected, but 
there has been no announced change 
on leading advertised brands of acid- 
core or rosin-core solders. 


* * * 


Store sales of hardware held 
their own during February better 
than most other branches of every- 
day retailing. Household supplies 
of all sorts, with electrical appliances 
and equipment, seem to have made 
the best records. Not all sections of 
the country fared equally well, and 
comparisons with a year ago varied 
sharply as weather influences were 
irregular. The agricultural areas 
were in general ahead of the indus- 
trial in their demand for supplies, 
with the best reports still coming 
from the south and southwest, where 
government spendings are regis- 
tered strongly. 


* * * 


Staple spring lines have not 
yet hit their stride in most sections, 
but the better stores have confident- 
ly stocked up, finding their inven- 
tories low. January and February 
clearances were reported by many 
dealers to have been unusually suc- 
cessful in volume, and profitable in 
returns. Assurance is wanting as 
to a number of price situations, how- 
ever, because of the uncertainty 
regarding the future of NRA. Price- 
fixing under codes is becoming seem- 
ingly less effective all the time. 


* %*+ 


There is a somewhat more 
settled aspect to the market on auto- 
mobile tires and tubes—with no 
actual change in quotations. Dis- 
tributors feel better in view of the 
fact that the published quotations in 
the mail order catalogs have been 
altered according to expected sched- 
ule, and store prices established at 
about 15 per cent above the “book” 
prices. 


The off-season price war on 
radio B batteries continues, but with 
very little increase in sales actually 
involved. Independent manufactur- 
ers have been figuring their prices 
to meet the challenge of the low 
leaders put out in the Eveready line. 


* & 


Lamp cord prices also, after 
suffering severely from a manufac- 
turers’ price war, show rather as- 
sured signs of recovery, as all cut 
price quotations have been with- 
drawn. Manufacturers seem united 
in their feeling that many recent 
quotations were below cost and must 
not continue. 


* @ @ 


The plumbing supply trade, 
under the stimulus of unprecedented 
low prices and the attractive credit 
provisions of the F.H.A. plan, is 
finding a widespread interest in 
modernization and replacements, on 
the part of the public. In addition 
to the reduced prices, many of 
which are at an all-time low, buyers 
now are obtaining the advantage of 
improvements in the performance of 
plumbing equipment, and of up-to- 
date design, superior durability, and 
low maintenance costs. Orders so 
far this year are averaging 20 to 35 
per cent above those for the com- 
parative 1934 period, with the rise 
even larger in some lines of heating 
supplies and bathroom equipment. 
Many manufacturers have adopted 
the highest operating schedules in 
six years, with employment at the 
most satisfactory level since 1930. 
The leading makers comment that 
their prices undoubtedly will be ad- 
justed upward in the near future, 
to meet present higher manufactur- 
ing cost and distributing expense. 


* * * 


Steel operations at the be- 
ginning of last week recorded their 
first increase in a month. The rate 
rose to 48.2 per cent of capacity, a 
gain of 0.6 per cent from the pre- 
ceding week’s level. A month ago, 
when steel output began its reces- 
sion, operations had reached their 
recent peak, at 52.8 per cent of 
capacity. During the corresponding 
1934 week the industry’s operating 
rate was 47.7 per cent. Shipments 
of finished steel, pig iron, and coke 
are well maintained, although pres- 
sure for rush deliveries from the 
automobile industry has _ relaxed. 
Scrap steel prices have recently 
dropped about 50 cents per ton, 
while on finished steel, extension of 
prices for the second quarter has 
not been followed by any large or 
general commitments for that period, 
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PROFITS 


Profits are the result of Repeats. The sale 
of Staples Wax Products will always 
produce maximum Repeats. Profits and 
Staples Wax Products are closely asso- 
ciated. 


Quality Merchandise creates Confidence 
and Good Will. Staples Wax, because of 
its fine quality for forty years, makes 
friends wherever it is used. It gives the 
Hardware Jobber and Dealer a reputa- 
tion for Reliability and Dependability. 


Hardware Jobbers and Dealers have been 
favored by us and have always received 
our fullest protection. We understand 
your problems and will assist you in 
making Staples Wax a profitable line. 
Our merchandise is not sold in low price 
chain stores. 


It will pay you to investigate fully the 
possibilities of the Staples Wax Prod- 


ucts Line in your own business. 


STAPLES WAX PRODUCTS 


Paste Wax 

Liquid Wax 

Powdered Wax 

Bowling Alley Wax 

Mirror Kote (Self Polishing) 
Mastic Kote 

Cement Kote 

Rubber Kote 

Furniture Polish 

Auto Polish 


The Staples Hot Wax Process is a revolution- 
ary method for waxing all types of floors. 
Send for particulars. Wax Products Cata- 
logues on request. 


H. F. STAPLES CO., Ine. 


MEDFORD, MASS. 





The Last Word in 


STYLE and 


QUALITY 
Inder@ 


FicurFit 


SWIM 
SUITS 


*“Button-On” Novelty Suit 


The upper part is attached to 
trunks at front with two buttons. 
These buttons are on the upper 
brassiere part. Note the halter 
neck feature of tying at back or 
on side of neck, again are straps 
attached to pointed ends with 
which this brassiere is adjusted 
around chest and tied in neat bow 
at back. 

The trunks have white piped 
trim down legs, the special feature 
through the crotch is that all way 
down front, and on up through the 
center back is a wide strip rein- 
forcing for double thickness just 
where needed. The leg cut is 
very pronounced with slash upward from crotch, which 
makes these trunks comfortable and stylish. Quality half 
wool and 100% wool. 





Style No. 304 


“Button-On” Speed Model 


The shirt attached to tropic 
trunks in front with two buttons 
on inside, straps come to point in 
center of back and down under 
the arm to point of contact in 
front at waist line. No binding 
straps attached to trunks at ba¢k. 
This type of speed shirt gives 
freedom of arm movement for 
any swimming stroke. The trunks 
are short leg, form fitting, with 
easy suspensor attached on elastic 
webbing for real fit and comfort. 
Legs of trunks have neat stripe 
trim down the outside for effect. 


QUALITIES—100% Pure 
Wool Worsted. 


Other Styles for All the Family 


Write for 1935 catalog showing 
the smartest line of swim suits 
ever made. 








Style No. 379 


INDERA MILLS CO. 


Winston-Salem, N. C., U. S. A. Telephone—Dial 2-2603 
New York Sales Office 
Wilson Bldg., Cor. 33rd St., 1270 Broadway, Telephone—Penn. 6-9456 
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@ RESSARSA 


When You Tell a Buyer It’s 
FITLER ROPE 
He Knows It’s Good Rope 





There's always a few rope buyers 
who'll take chances with inferior or 
unknown makes of rope. 


But men who know rope and who 
want that extra margin of Strength, 
Durability and Safety for which 
Fitler Rope is famous, buy from the 
Fitler Dealer exclusively. 


Increase your Rope Sales by Dis- 
playing and Selling Fitler Rope. 


The EDWIN H. FITLER Co. 
Philadelphia Cordage Works 
Main Office and Warehouse 


PHILADELPHIA, PA. 


New York City, N. Y. 
55 Vandam St. 


New Orleans, La. 
628 S. Peters St. 


Houston, Texas 
1201 Commerce St. 


Chicago, Ill. 
222 West Kinzie St. 





NSSSECTSESS! @ 
EVANSVILLE 


GOOD SERVICE TOOLS 








EVANSVILLE 
ALLOY-STEEL AXES 


i 


MADE IN ALL POPULAR 
PATTERNS AND SIZES 


ASK YOUR JOBBER 
THE EVANSVILLE TOOL WORKS, Inc. 


EVANSVILLE, IND. 
HAMMERS—HATCHETS—SLEDGES | 
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| almost 21 per cent. 


except possibly by the makers of 
automobiles. 
* * * 

Production of all code steel 
products in 1934 totaled 21,174,628 
gross tons, a gain of 10 per cent over 
the 1933 total. Largest consumers 
of steel last year were the automo- 
bile. railroad, building materials, 
equipment, and container industries, 
ranking in that order. Together they 
are estimated to have used more 
than 55 per cent of all finished 
steel, automobiles alone requiring 
The greatest 
share of light steel products went 
into articles used directly by in- 
dividuals. Manufacturers of house 
furnishings, refrigerators, furniture, 
stoves, automobiles, containers and 
farming equipment used over three- 
fourths of all tin plate, 66 per cent 
of all sheets and strips, and 32 per 
cent of all wire produced. 

% & & 

Advances of four points in 
the index of prices of farm products 
and two points in their purchasing 
power during the month which 
ended Feb. 15 were reported by the 
bureau of agricultural economics. 
The farm price index was 111 and 
purchasing power 87, calculated on 
the five-year pre-war average of 100. 
The bureau said the Feb. 15 pur- 
chasing power of all farm products 
was the highest since June, 1930. 

* * * 

A continued rise in wholesale 
commodity prices is reported by the 
labor department. Prices during the 
latest recorded week were 79.6 per 
cent of their 1926 average, compared 
with 73.4 in the corresponding week 
last year, and 59.7 in the correspond- 
ing week in 1933. The food index 
number was 83.2, ¢ompared with 
67.0 a year ago. 

ee # 


Sales of Sears, Roebuck & 
Co. for the four weeks ended Feb. 
26, the first period in the company’s 
fiscal year, were $23,147,066, an in- 
crease of 13.5 per cent over the cor- 
responding weeks of 1934, and the 
best February showing since 1931. 
The increase in February over Janu- 
ary was slightly better than $1,000,- 
000, a very unusual increase as 
between the early months of the 
year. 

* * * 

The S. S. Kresge Company 
reported sales for February at $8,- 
975,052, an increase of 2.02 per cent 
over February, 1934. February sales 
of the W. T. Grant Company were 


$5,571,225, a gain of 22.4 per cent’ 


over the same month of last year. 
For the first two months of 1935, 


Kresge’s sales totaled $17,463,475, 
a decrease of 0.89 per cent, while 
Grant’s sales for the first two months 
were $10,736,891, a gain of 14.4 per 
cent, compared to the same 1934 
period. 

x & * 

National Cash Register Com- 
pany reports domestic orders for 
February amounted to $1,179,375, 
compared with $1,005,550 in Febru- 
ary, 1934, or an increase of 17.2 per 
cent. Domestic orders for the first 
two months of 1935 totaled $2,449,- 
375, a rise of 17.6 per cent over the 
like two months of the previous year. 

* * * 


The National Lead Com- 
pany’s sales in 1934 were $56,350.- 
470 as against $46,412,586 in 1933. 
Operating costs, however, showed a 
slightly larger increase than sales. 
The increase in sales was due,to an 
increase in tonnage. The company 
in 1934 made a net profit of $4,200,- 
188 after taxes and depreciation as 
against $3,828,329 in 1933. 1934 
earnings were equal to $8.37 per 
common share. 

* * * 

Business of the General Elec- 
tric Company, leading manufactur- 
ers of electric equipment, expanded 
sharply in both volume and profit 
during 1934, according to the annual 
report recently made public. Sales 
reached $164,797,000, or about 21 
per cent ahead of 1933. The com- 
pany’s average number of employees 
in 1934 was 49,642 as compared with 
41,560 in 1933, and the average an- 
nual wage of employees was $1,515, 
an increase of $185 over the average 
of 1933. 

* * * 

The Bell Telephone Com- 
pany’s business for 1934 showed im- 
provement over 1933. There were 
2 per cent more Bell telephones in 
service at the end of 1934 than at 
the beginning. The net gain of 
298,000 compares with a net loss of 
630,000 telephones in 1933. 13,548.- 
000 telephones of the system were 
in use at the close of 1934, 14 per 
cent below the peak reached in 1930. 
Local telephone calls handled were 
2.6 per cent greater in number, while 
toll and long distance calls were 4.6 
per cent greater than in 1933. 

x * oa 


The Gillette Safety Razor Co., 
Boston, Mass., is making a limited 
time offer from Feb. 25 to Mar. 30, 
during which period the company is 
giving an extra package of 5 blades 
free with each carton or merchan- 
dise card of Gillette Blue Blades, 
New Gillette Blades, Probak Blades, 
and Valet Auto-Strop Blades pur- 
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Swing High with Tucker! 
Cash in on the lure of the great outdoors with Tucker's 
line of folding camp, lawn, and beach furniture—and now 
hammocks. Feature this timely merchandise this summer 
—get ready now to swing your sales high with Tucker. 


@ These Alluring Colorful Hammocks 


Hammocks are back, but in modern design! Our ham- 
mocks are fully 6 feet, 4 inches long, and 30 inches wide. 
Furnished in any of the canvas patterns used on our Beach 
Chairs (special patterns on request). Send for prices and 
sample (which may be returned or kept as part of order). 





Get Ready for a Big Camping Season 
@ Peerless Folding Cots 


These cots are well built, with strong duck cover and 
sturdily constructed frame. They sell on sight to campers, 
also ideal for emergency use in the home, club or factory. 

The No. 3 O. D. Cot, shown above, has 1344 ounce olive 
khaki double filled duck cover, with painted hardware, and 
is only one of a complete line of cots at a wide range in 
price. Write for price list and sample. (No free samples. 
May be returned or kept as part of order.) 


Also sell cot pads, folding camp chairs, stools, 
recliners, tables and tents. We make them ali. 


The Tucker’ Way! 


Sell this popular all-wood 
folding chair individually, or 
in sets of fours for bridge, or 
large quantities for assem- 
blies. Or rent these chairs in 
your community. 

The TUCKER’WAY opens 
and closes with the foot. Is 
as strong as an ox. Waterproof 
varnished, or finished in red, 
blue, green, orange, black or 
walnut. Single or in sections; 
regular or juvenile sizes. Send 
Folds Flat for sample, which may be re- 
turned, or kept as part of order. 


Have you our 1935 Catalog? 





Our new catalog describes our complete line of Peerless 
folding furniture—some illustrated in actual colors. Send 
for this free book—also write for special folders on tents, 
paulins, truck covers, furniture pads, mops, etc. 


Tucker Duck & Rubber Co. 


& Dept. D-2 Fort Smith, Arkansas 
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A MACHINE fo: 
SELLING MORE 





WHAT HAVE YOU —- 


“How do you do—Mr. Jones?” 


“A pound of putty . . . and what 
else, please?” 


“Have you noticed our sash cord 
special this week..... ?” 


Suggested items make profit—sell- 
ing time pays. 


Increase selling time and reduce 
wasteful packaging loss by using the 
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For 1935 Signal offers 2 complete 
fan lines—COOL SPOT and SIG- 
NAL. This 10 inch A.C. Oscillator 
at $8.50 list is only one reason why 
you should tie up with Signal. Send 
for presentation. 


SIGNAL!ELECTRIC MFG. CO. 


Menominee, Michigan 


OFFICES IN PRINCIPAL CITIES 
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. not only the last word 
in facilities and appoint- 
ments, but expressing a lux- 
urious charm that will make 
your stay delightful. A 
gracious service thought- 
fully anticipates your every 
comfort and convenience. 
And the rates 
begin at $3.50 
single and 
$5 double. 





PHILADELPHIA mmm 


chased at the regular price of $3.68. 
The offer provides the equivalent 
of a 5 per cent additional profit. 

* *% * 

Revealing a drop in commer- 
cial activity in almost all sections of 
the country from the unexpectedly 
high levels of January, the current 
survey of February sales and collec- 
tions by the National Association of 
Credit Men finds 20 cities reporting 
“good” sales and 23 noting “good” 
collections. The survey is based on 
reports from 99 correspondents in 
the major markets of the country. 


* + ** 


The sale of large lamps in the 
U.S.A. for 1934 totaled 380,000,000 
—24,000,000 more than in 1929, the 
previous high. Electric current used 
for lighting in 1934 amounted to 7 
per cent more in kilowatt-hours than 
in 1933 and was only a little below 
the peaks of 1929 and 1930. The 
light produced by the 380,000,000 
lamps manufactured in 1934 about 
equals the total light produced by 
all the incandescent lamps used in 
the first 37 years of the electrical 
industry. 

In the Fall of 1934, General Elec- 
tric Lighting Sales Institutes visited 
54 cities throughout the United 
States and reached a total audience 
of 34,000 persons, of whom 8345 
were enrolled in one or more of the 
three-day courses. 

There was more interest in light- 
ing and in the Science of Seeing in 
1934 than in any previous year. Ap- 
proximately 250,000 columns of edi- 
torial space on Better Light-Better 
Sight subjects appeared in the news- 
papers and magazines of this coun- 
try. 

* * * 

A reduction in the list price 
of two models of G-E sunlamps has 
been announced by the General Elec- 
tric Company’s Merchandise Depart- 
ment, Bridgeport, Conn. Model 
BM-2, the Old Master floortype sun- 
lamp with automatic timer, has been 
reduced from $64.50 to $49.50, and 
Model K, the flexible-neck floor-type 
sunlamp, from $19.95 to $14.95. 


* 2+ 


January farm income was 
$498,000,000 compared with $488,- 
000,000 in December and $485,000,- 
000 in January, 1934, reports the 
Bureau of Agricultural Economics. 
Cash income from crops and live- 
stock was $428,000,000 in January 
compared with $435,000,000 in De- 
cember and $425,000,000 in January, 
1934. Rental and benefit payments 
by the AAA in January totaled $63,- 
000,000 compared with $47,000,000 
in December and $60,000,000 in Jan- 


uary last year. Income from emer- 
gency sales of cattle in the drought 
area totaled $6,000,000 in January 
and income from the sale of sheep 
and goats $1,000,000. The bureau 
says the decrease in income from 
farm marketings in January was less 
than usual. 

Farm income during the first six 
months of this year will be slightly 
larger than in the same period last 
year, the bureau expects. A smaller 
income from crops during this 
period will probably be more than 
offset by a larger income from live- 
stock. Rental and benefit payments 
during the first six months of this 
year, it is estimated, will be con- 
siderably higher than in the same 
period last year, or from $300,000.- 
000 to $350,000,000, compared with 
$149,000,006 last year. 


* + 


Increased activity in modern- 
izing and repairing was evident 
throughout the country as the Better 
Housing Program of the Federal 
Housing Administration ended in 
February, its sixth month of exist- 
ence. The first month of the year 
generally shows a seasonal decrease 
of about 12 per cent under Decem- 


ber. January, 1935, however, showed ° 


a general increase of 21.1 per cent 
in alterations, additions and repairs 
over December, 1934. There was 
also an increase of 15.9 per cent 
over the previous January. These 
figures, compiled by the Bureau of 
Labor Statistics, Department of 
Labor, are based on reports from 
776 cities and towns. 

The estimated amount of modern- 
ization and repair work reported in 
all parts of the country as chiefly 
the result of the Better Housing 
Program, totaled $271,918,789 on 
Feb. 23. This is an increase of $18,- 
969,933 for the week. The total 
amount of insured loans reported by 
lending institutions up to Feb. 23 
reached $40,862,756, an increase of 
$1,174,436 for the week. This amount 
covered 96.833 loans, an increase of 
2686. 


* * * 


The cloud that has enveloped 
the building industry during the last 
three years appears about ready to 
show its silver lining. Current ac- 
tivity generally is at a three-year 
high, and not all of the increase can 
be attributed to governmental aid. 
as privately-financed work has been 
rising steadily since November. 
With 16,000,000 homes in the 
United States listed as eligible for 
repair loans, and 5,000,000 new 
homes required during the next sev- 

(Continued on page 162) 
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No. 383! Winchester Free - Wheel- 
ing Roller Skate. Leader in the 
Winchester line. Maximum exten- 
sion. Maximum mileage. Handsome 
nickel plate. Detachable ankle 
pads. Five other styles, besides. 








The Name 
Tells What 
They Like 


Like everything Winchester 
makes, whether Rifles, Shot- 
guns, Ammunition, Flashlights 
—Winchester Free-Wheeling 
Roller Skates go over big with 
Young America. 


WINCHESTER 


TRADE MARK 


FREE WHEELING 


ROLLER SKATES 


by the Makers of the World 
Standard Guns and Ammunition 


OU expect Winchester Roller Skates to be 

STRONG. They are! Winchester Reinforced 
Chassis construction gives them super-strong 
backbone. Stay rigid even at full extension. You 
expect easy running, mile after mile. In 
Winchester Free-W heeling Rolls you sell no stick, 
no bind, no rattle—and they wear far longer than 
ordinary rolls. Double-row ball-bearings are one 
reason. Another is reinforced, extra-wide treads. 
Children skate straighter on them, too. And 
Winchester Shock Absorbers of 
live rubber smooth out pavement 
bumps. Yes, and with all their 
strength, Winchester Skates are 
light in weight—easier on young 
muscles. 


Order Winchester Free-Wheel- 
ing Roller Skates from your regu- 
lar Jobber. Six models. Attractive 
individual cartons. Ample price 





Free-Wheeling Roll 
cut open to show 
the double row ball 
bearings and extra- 
wide, double-thick 


tread. range. 





WINCHESTER REPEATING ARMS CO., NEW HAVEN, CONN., U.S. A. 


MORE PrRoFitTs/ 





1000.000 


. ... Micklin Corners sold in 1934! 
This quick turnover item gives deal- 
ers big profits, and extra profits on 
paint, screening, and other acces- 
sories. 


“Micklin Dual Corners make the 
frame!” They brace, square and firm- 
ly clamp the wood together, without 
mitering or mortising. Customer 
simply inserts ends of lumber into the 
strong metal corners, drives the nails, 
and—presto—the frame is made! 
(Micklin Single Corners used for 
general repair work.) 


Consumer advertising will soon be- 
gin. Prepare NOW for the demand! 
No large investment required! 


MICKLIN DUAL COR. 
NERS ARE BOUGHT BY: 


Carpenters Florists 
Home Owners Sign Men 
Wood Workers Theatres 
Display Men Etc. 


V4 ACTUAL 
<s 
MAIL THIS TODAY’ 











ce] | Micklin Manufacturing Co. | 
Omaha, Nebraska. 
e Send details and FREE sample of the Micklin 
Dual Corner. | 
Mail coupon . Name 
TODAY for | 
P . Address 
information 
and FREE | Name of Jobber__. es | 
sample. 
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Kelley-How-Thomson Co. Again Sponsors 


‘Train of Hardware Progress 





















LEASED with the results of 
1934 experiences, the Kel- 


ley - How - Thomson Co., 
Duluth, Minn., wholesalers, spon- 
sored for the second time a “Train 
of Hardware Progress” leaving 
Duluth on Jan. 5, 1935, and end- 
ing up at St. Paul, Minn., on Jan. 
19 in time for the Minnesota State 
convention. Its journey included 
stops at 55 cities and covered 3800 
miles in Minnesota, Wisconsin, the 


paper advertising was used by lo- 
cal dealers and more than 1422 
lines of news copy were published 
telling the public about the train 
and its purposes. 

Commenting on the three ma- 
jor objectives accomplished, Geo. 





Scenes in the Kelley- 
How-Thomson Train 
of Hardware Progress 


Dakotas, and Montana. It was a 
15 car train with 95 exhibits fur- 
nished by manufacturers and 
manned by a selling personnel of 
75 which included house men and 
factory representatives. A_ total 
of 77,000 consumers visited the 
full train during its good will trip 
and more than 2,000,000 circulars 
were distributed to possible cus- 
tomers of the firm’s dealer trade. 

Along the route, dealers coop- 
erated with newspaper space. 
Schools allowed time off for entire 
classes to visit the exhibit as an 
educational feature and local civic 
bodies, officials and service clubs 
welcomed the arrival of the train. 
A total of 37 full pages of news- 
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Welles, Jr., said: “Our ‘Train of 
Hardware Progress for 1935’ was 
conceived and carried out to ac- 
complish three principal objec- 
tives. First, our survey showed 
that there was a great latent mar- 
ket for merchandise which could 
be tapped. To stimulate a desire 
(Continued on page 158) 
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FOLDZ-TITE HANGERS 
AND GARAGE DOOR 
SETS 


One of the styles in the com- 
plete line of Wagner garage 
door hardware. Correct de- 
sign—smooth, free operation 
— easy installation — are fea- 
tures that attract users to the 
dealer featuring Wagner prod- 
ucts. 















Get a BIG SLICE 


of the Axe Business 
—with COLLINS & 


Why not buy Collins 
axes and tools this com- 
ing season? You will 
eventually be carrying 
these in stock. Why not 
commence now? This 
company has a long and 


Showing Foldz-Tite Eight-Door Garage Set Installation successful record of a 
MICHIGAN 















manufacturing a com- 
New building and remodeling activity in the city and l li f . : DOUBLE BIT 
on the farm has created an opportunity for hard- p ete line of Cc opping. . 
ware eg agg are pa to supply gn, axes, hunting axes, hatchets, picks, mat- 
complete line of hangers and equipment, plus Wag- 
ner service. Ask your wholesaler about this line. tocks, bush hooks, machetes, etc. Why not 
If he a supply you, write us for name of near- sella complete line in the one brand? Think 
est jobber. 


it over and write us. Our wide range of styles 
and prices means that you can satisfy every 


NEW WAGNER customer with the Collins line alone. 


CATALOG 
is furnished thru whole- 


salers who handle Wag- 
ner products. 












Collins Official 
BOY SCOUT AXE 





of ie 


| WAGNER ™ COLLINS © 


MANUFACTURING COMPANY COLLINSVILLE, CONN. 


d CEDAR FALLS, IOWA | AXES HATCHETS BUSH HOOKS 
re 33 Years Experience In Serving The | 6 HOES PICKS MATTOCKS 


Hardware Trade 








MARCH 14, 1935 137 











200 


USE # 6 BRUSH FOR QUTLINE -—*/2 To FILL-IN 


a 
3 
I 








"te 
ay: 








— ¢—___ 






















The Egyptian Alphabet 


Number 13 of a Series on Show Card Writing 


r \ HIS issue we have the sec- 
ond instalment of the 
Egyptian alphabet executed 

by the outlining method. The 

queer looking hieroglyphics at the 
right of the plate are not intended 
for Greek or Chinese letters, but 
are all of the most important prac- 
tice strokes used in forming these 

Egyptian letters, H, I, J, K, L, M, 

N. 

The beginner should practice 
these strokes many times over in 
the order they are shown here be- 
fore attempting to copy any of the 
letters above. About the hardest 
thing to do in learning show card 
writing is to make ovals, circles 
and perfectly straight up and 
down lines. The whole thing in 
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a nutshell is to make the brush 
do just what you want it to do, and 
this can only be brought about 
by practice. In other words, if 
letters are formed in sections or 
strokes, why not practice the 
strokes? 

The only proper way to prac- 
tice these single strokes is with a 
fine-pointed brush, or one which 
has been trained to do outlining. 
This may be done by working the 
brush backward and forward on 
a piece of paper each time after 
it has been dipped in the show- 
card ink, shaping it to a point. 
Always place the brush away to 
dry after using with the hairs 
pressed out in a flat chisel edge 
position. 


The student should be careful 
not to overdo the color scheme in 
lettering, shading, or fancy bord- 
ers. All colors used should har- 
monize with the background. 

This Gothic type comes in very 
handy where much reading matter 
is required on a showcard, as each 
letter may be extended or con- 
densed to fit in a given space. As 
shown on the alphabet plate there 
are several styles for nearly every 
letter. 

Again may I impress the very 
important fact that the begin- 
ner should practice the exercise 
strokes shown at the bottom of 
alphabet plate before attempting 
to copy any of the letters. 

The beginner should never at- 
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STRIKE OUT 
FOR MORE BUSINESS 


NOW! 


Lists That Bring Maximum 
Success To Your Direct Mail 
Sales Promotion Advertising 
And To The Personal Sales 
Contacts of Your Salesmen 


USE- 


We can supply you with 
the following lists :— 


1062 Outstanding Major Hardware Retailers 
whose sales exceed $50,000.00 Annually. 
For $12.00 


12171 Major Hardware Retailers whose sales 
exceed $30,000.00 Annually. 
For $6.00 per M. 


6930 Hardware Retailers whose sales are 
$20,000.00 to $30,000.00 Annually. 
For $6.00 per M. 


15976 Hardware Retailers whose sales are less 
than $20,000.00 Annually. 
For $6.00 per M. 


35077 Hardware Retailers (Complete List). 
For $4.50 per M. 


866 Department Stores handling Hardware 
and Housefurnishings. For $5.00 
ALL LISTS ARE COMPILED IN LOOSE LEAF 
LIST FORM. WHEN DESIRED ON 3’x5”" 
CARDS THERE IS AN EXTRA CHARGE OF 50¢ 
PER M. FOR THE CARDS. 


WE ALSO DO ADDRESSING AND MAILING 
OF CIRCULAR MATTER AT REASONABLE 


RATES. 
Ask for Details. 


HARDWARE AGE 
Direct Mail Addressing Dept. 


239 West 39th Street, New York, N.Y. 
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Now you can forget substitutes and imitations 
—all the many polishes seldom called wax which 
are sold to you as being just as good as Dri- 
Brite Wax. Dri-Brite has fought your battle and 
its own and has come through victorious. 


DRI-BRITE has proved its 
claim to be sold as the orig- 
inal and genuine no-rub- 
bing, no-polishing WAX. 
Your customers want wax. They 


want Dri-Brite Wax—the orig- 
inal no-rubbing wax. Display 





aA! 


2 
4 




















Dri-Brite. Let them know you ” 
have it. Watch Dri-Brite move - 
at its new low price. A" 
. / “7 

LINOLEUM, oe 

HARpwoOD-AND a 

STOCK UP NOW (Bee | |- 
Be ready for spring ACU hin c0 Z 

house cleaning time. Wa 

MIRACUL WAX CO., St. Louis, U.S. A, ——F 
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tempt to do lettering of any kind 
without first drawing the top and 
bottom guide lines the height each 
line of lettering should be. The 
next important thing is to draw 
a liberal marginal line all around 
card and all lettering should be 
kept well within this boundary 
line. 

Legibility is one of the big fea- 
tures of this alphabet. There is 
no plainer, more easily read or 
more quickly learned alphabet 
known to the professional show- 
card writer and it is generally used 
where speed and legibility are es- 
sential. It offers the beginner an 
unusual amount of liberties and as 
long as it is a Gothic type who 
can say whether it is true to any 
set form or rule? 





It is very important that the be- 
ginner should understand the 
proper selection of Red Sable 
showcard brushes. It is not nec- 
essary to purchase more than four 
brushes—No. 4, No. 6, No. 10, 
No. 12. 

A word about color will not 
come amiss at this time. During 
the warmer months cool and re- 
freshing colors should be fav- 
ored. These are the various 
shades and tints of blues and 
greens. You will find them ap- 
propriate and helpful in the dis- 
play of most lines that are fea- 
tured during the spring and sum- 
mer. A garden or porch display 
set off with a card of pale green 
and lettering of darker green will 
be forceful in making a pleasing 
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impression upon passersby. In a 
run of dull weather brighten dis- 
plays with primrose yellows. 

The letters O, P, Q, R, S, T 
were first done by roughly sketch- 
ing them out in lead pencil; pro- 
ceed to follow the pencil lay-out 
with a No. 6 Red Sable show card 
brush, which should be worked 
to a point on a piece of paper 
each time after it has been dipped 
in the ink. 

The beginner’s attention is di- 
rected to the arrows, which point 
to the direction each stroke should 
be taken in outlining; the num- 
bers indicate the sequence of each 
stroke. The practice or exercise 
strokes are shown at the right on 
the alphabet plate. 


We Beat the Sales Tax By a Strong Offensive 


on the poor and even on the un- 
employed, a tax that is just one 
more tax which will not give re- 
lief to the small homeowner or the 
holder of real estate. 


Labor Helped the Cause 


Organized labor was_ unani- 
mously opposed to the tax. The 
legislative agent of the State 
Branch, American Federation of 
Labor, fought with the consumer 
and other groups. 

The merchants of the state 
through their local associations 
added to the effectiveness of the 
attack by joining the Retail Trade 
Board of Boston in obtaining help 
from local consumer groups and 
newspapers, and in lining up the 
state senators and representatives 
from their districts. 

Governor Ely, who asked for 
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(Continued from page 61) 


the sales tax in his message last 
year and the year before, was con- 
fident that he could put the tax bill 
through. There was a rumor that 
he had lined up a sufficient num- 
ber of members of the legislature 
to insure success of the bill. The 
Committee on Taxation represent- 
ing House and Senate voted the 
sales tax bill out favorably. The 
Mayors’ Club of Massachusetts 
was active in trying to get the 
bill through. Some powerful real 
estate interests also did their best. 
But the effectiveness of the com- 
bination of retailer, consumer 
groups and organized labor 
proved too much, and the tax bill 
failed of passage in 1933. Last 
year the opposition exercised such 
power that the sales tax was de- 
feated without even a roll call. 
Experience with this as well as 


other proposed legislation indi- 
cates that it is the consumer, the 
voter, who makes the impression 
on members of a legislature, if 
he makes his voice heard in no 
uncertain terms. A review of sales 
tax legislation in states through- 
out the country shows that little 
organized consumer opposition 
was exercised. 

Where retailers have a strong 
organization which seeks the help 
of consumer groups in a fight 
against such a common enemy as 
the state sales tax, and organizes 
its attack early in the game, there 
is every reason to feel hopeful of 
defeating the tax. 

What Massachusetts has done 
can be duplicated elsewhere if 
merchants will stand firm and not 
let themselves be crumbled by 
fear. 
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USE THIS FREE 
ACTION DISPLAY 


lt Will Help You Sell Him A Premax 


We have created a striking window dis- 
play to help dealers sell the new and 
improved PREMAX FLOATING- 
HEAD SPRINKLER. This display, 
as illustrated, consists of an attractive 
background in six colors, with a grassy 
platform on which a Premax Sprinkler 
rests. Under the platform and connected 
directly with the sprinkler is an electric 
motor operated on the lighting circuit. 
This action display makes a fine central 
piece for any Spring gardening window, 
and is available to all dealers for special 
promotion. 


HOW TO GET YOUR DISPLAY 


When you place your order for 
Premax Floating - Head Sprin- 
klers, ask your jobber how to 
secure the Action Display or one 
of the large counter cards. Ask 
him also for inserts and news- 
paper mats. They’ll help you 
sell. 
if your jobber cannot sup- 


ply you, write us direct 
for stock or sample. 


PREMAX SALES DIVISION 


3800 Highland Avenue 
Chisholm-Ryder Co., Inc Niagara Falls, N. Y 
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LAWN FENCE 


CONTI 


WHY 


CONTINENTAL 


LAWN FENCE 
SELLS FASTER 


A BETTER PRODUCT 
“Flame-Sealed” Lawn Fence 
will last years longer than or- 
dinary fence, because it is 
made from full-gauge copper- 
bearing steel wire, protected 
from rust and corrosion by a 
patented processed zinc coat- 
ing. e 

MOST COMPLETE LINE 
The wide variety of styles and 
sizes in which Continental 
**Flame-Sealed”” Lawn Fence, 
Flower Bed Border and Trel- 
lis are made enables the dealer 
to supply every requirement 
in this line. e 


WIDELY KNOWN BRAND 
“Flame-Sealed” is the most 
distinctive lawn fence made. 
It is widely used and adver- 
tised, and every fence buyer 
knows that ‘“Flame- Sealed” 
stands for highest quality. 
a 
COSTS NO MORE 
The price is no higher in spite 
of its extra quality—Continen- 
tal ‘‘Flame-Sealed’”’ fence costs 
no more than ordinary fence. 
& 

YOU CAN ORDER FROM 
YOUR JOBBER.... 
Your jobber can supply 
“Flame - Sealed” Lawn Fence, 
as well as other Continental 
products, Nails, Barb Wire, 
Bale Ties, Posts, Gates, and 
Galvanized Sheet Roofing, 
etc., making a complete and 
profitable line for dealers. 


CONTINENTAL 
STEEL CORPORATION 


Kokomo, Indiana 


WE'D GE UPL EAN 
MD TM teens 
peeps 
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Just Among Ourselves 


(Continued from page 59) 


lished and that the history of 
wages is that “minimum quickly 
becomes maximum.” Whereas re- 
tail salesmen should be paid in 
accordance with their ability to 
sell goods and the more efficient 
should not be held back by the in- 
efficient. Selling is not production 
work and cannot be gaged by the 
hour. As the judge said it is a 
field of great opportunity for in- 
dividual results and should be 
kept that way. Selling opportunity 
cannot be measured in hours as 
production jobs can. Sales must 
be made to people when they are 
able and in a mood to buy. The 
basic retail code has not helped 
the majority of retail hardware 
employees, for relatively few were 
getting less than the $13 to $15 
minimum. I have heard of branch 
store managers being raised to 
permit them to work longer hours, 
but remember that the retail hard- 
ware business is largely a one 
store business with only a few 
firms operating branches. 


Pink Slips— 

This has nothing to do with 
feminine wearing apparel, but 
does deal with a subject which 
should have an equal amount of 
privacy. The income of an indi- 
vidual taxpayer should not be 
subject to public scrutiny. A pub- 
lished list of American incomes 
makes the names of those in the 
higher brackets a prospect list for 
gangsters, blackmailers, kidnap- 
pers and other racketeers. The 
“pink slip” provision of the 1934 
Revenue Act makes public the 
gross income, deductions, net in- 
come and tax paid by every indi- 
vidual. This provision now under 
discussion for repeal, will serve 
no good purpose. It is not in the 
“public interest” as claimed, for 
it will. not curb tax evasion. The 
tax evader will make out the “pink 
slip” the same way he makes out 
his income tax blank and except 
in a few isolated cases will not 
suffer any more than he does now. 
Here and there a known gangster, 
murderer or other public enemy 
is sent to jail for income tax 
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evasion because that is the only 
technical hold the Government can 
manage. But the “pink slip” plan 
won’t change that. Making public, 
private information of this kind 
will cause embarrassment, annoy- 
ance and inconvenience to many 
thousands of law-abiding tax pay- 
ers and is basically unfair, ac- 
cording to our present standards. 
If you agree that the “pink slip” 
provision of the income tax law 
is wrong— write or wire your 
Senator and Representative at 
Washington and tell him so. The 
subject is due for decision in Con- 
gress, right now. 





Counterfeit Tens— 


Throughout the eastern cities, 
counterfeit ten dollar bills are be- 
coming too numerous. Retailers 
in every line are warned to be 
careful. Last week in three New 
York restaurants and two New 
Haven eating places I was told of 
counterfeit ten dollar bills which 
had been passed over the cashier’s 
counter within recent days. In 
New York and other eastern cities, 
counterfeit five dollar bills have 
also come to light, but not in the 
same quantity. U. S. Attorney 
Martin Conboy reports recovery 
of $90,000 in counterfeit money 
in New York alone during Feb- 


ruary. A report states that the 
illegal ten dollar bills are particu- 
larly deceptive, the only means of 
detection being a bad eye in the 
portrait of Alexander Hamilton. 
The hardware trade is urged to 
keep a watchful eye on fives and 
tens, remembering that illegal 
money is seldom given concen- 
trated circulation. 


“Who Is Labor ?” 


In a recent issue of the United 
States News is an informative 
study of the labor problem which 
has dominated industry and its 
struggle with the NRA. Accord- 
ing to this article, the break-down 
of labor groups is as follows: Or- 
ganized labor members affiliated 
with the American Federation of 
Labor, 12.8 per cent; organized 
labor members not affiliated with 
A. F. of L., 2.5 per cent; unor- 
ganized workers, 76.7 per cent, 
and members of plant unions or 
work councils, 8 per cent. This 
means that less than 25 per cent 
of all workers have any kind of 
organization or “chosen spokes- 
man,” who can dictate terms to 
employers or “dicker” collective- 
ly under NRA’s famous 7A. If in 
the final showdown the Cotillo 
and present Weirton Steel de- 
cisions held, labor’s NRA strong- 
hold has diminished to a point 
commensurate with its present or- 
ganized strength. 





Sold 60 Power Lawn Mowers 
With One Demonstrator 


LTHOUGH the Bennett Hard- 
ware Co., Easton, Pa., has not 
had in stock more than one power 
lawn mower at any time, this firm 
has sold 60 mowers during the last 
two years. 

“There is no necessity to invest a 
large sum of money in such ma- 
chines to do a good selling job,” 
said John D. Bennett. “Our plan is 
to contact prospects for power lawn 
mowers and obtain permission to 
demonstrate the machine on their 
own property. Such a demonstra- 
tion is more effective than any kind 
of sales talk. It answers the pros- 
pect’s objections before he asks 
questions. 


“If a machine performs satisfac- 
torily, we can then determine the 
exact size that will be needed and 
the price. It isn’t necessary to keep 
all sizes in stock, because if one size 
works satisfactorily so will any other 
size of mower. 

“If a customer wants the size of 
mower with which we demonstrate, 
we sell it to him right there and 
reorder a machine for the store. If 
he decides on a different size, we 
have it shipped from the factory. 

“This plan has been so satisfac- 
tory that we are now finding it com- 
paratively easy to sell power mowers 
to those who really need them.” 
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ey Save 
Floors, Rugs and 
Carpets 


The Ball Bearing Ball Caster 
Armes, with the ball bearing feature, 
save floors, rugs, carpets. They roll 
easily, smoothly, quietly, in any direc- 
tion without effort. Real protection 
for all floors and floor coverings. 














Roll an Arme on the Counter 





A demonstration makes a sale and 
sales build profits. Hardware mer- 
chants everywhere stock and sell this 
very profitable item. 













THE SCHATZ MANUFACTURING Co. 
POUGHKEEPSIE, N. Y. 
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i To the experienced architect or builder no sash cord 1s 
too good. One replacement job makes cheap cord cost 
more than Samson Spot Cord. More than forty years of 
adherence to one quality standard—one grade—one name 

and trade-mark has established Samson Spot Cord as the out- 

standing dependable value. For permanent buildings Samson 

Spot Cord is almost always definitely specified. By carrying it 

in stock you will get profitable business. 

Where a moderate priced window cord is suitable, and for an 

especially good clothes line, we offer Phoenix—a real sash cord 

and good value. Phoenix is made all yarn construction, firmly 
braided, smoothly finished and has a minimum of stretch. 

Phoenix may be stocked for both sash cord and clothes line use. 

It costs a little less than Spot Cord but is dependable quality 

at a modest price. 


We make cotton twine and all kinds of braided 
cord for various uses. Write for catalogue. 


SAMSON CORDAGE WORKS 


Boston, Massachusetts, U. 8. A. 
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To the Editor 


“Got Hooked” by Collection Agencies 


SHELBURN, IND.—We have been 
in the hardware game for thirty 
years, and have had our first and 
last experience with sales and col- 
lection agencies. And they have 
been very blue experiences. They 
are not only robbing the hardware 
dealer, but other dealers as well, of 
thousands of dollars every year. 

I believe that a column in every 
issue of the HARDWARE AGE would 
be very beneficial to all of us short- 
memoried gluttons for punishment. 


We have never yet found even one 
collecting agency who would not 
take a fair contract and juggle it so 
that it would be to their advantage, 
and very disadvantageous to the 
signer of their contract, when col- 
lections started. 

We have just found out that we 
have been (hooked) by another 
of the collection agencies. We 
would be glad to send you the name 
of it if you wish. 

NICHOLSON Bros. 





Says Buckley Article is Unfair 


New York City.—There has been 
brought to writer’s attention an arti- 
cle which appeared in your publica- 
tion of January 17, 1935, entitled, 
“A businessman’s chance against a 
collection agency.” The impression 
created by Mr. Elton J. Buckley’s 
article would be very unfair if this 
article was allowed to pass without 
exception. 

It is to be regretted that the cred- 
itor of whom Mr. Buckley speaks 
should have been so unfortunate as 
to meet with an agency of the type 
to which he refers. Those agencies 
with whom we have come into con- 
tact handling the wholesale and 
manufacturing accounts in general, 
solicit their business on exactly the 
basis which your correspondent 
states would be an acceptable one, 
asking no advance payment or con- 
tracts but taking business entirely 
on a contingent basis, of no collec- 
tion, no charge and the great ma- 
jority of such agencies, adhering 
closely to the rates fixed by the 
Commercial Law League of America. 

There are of course some agen- 
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cies who include a credit service, 
usually in some particular line of 
trade in conjunction with their col- 
lection service, and possibly cover- 
ing this include a contract as do all 
of the recognized ‘credit reporting 
bureaus, and there are also agen- 
cies catering to a particular class 
of trade, possibly collecting on de- 
faulted retail installment accounts 
on which the cost of collection is 
very high who possibly arrange for 
a higher rate of commission on col- 
lections, but in the main, the rec- 
ognized agency conducts its busi- 
ness upon the basis outlined, ad- 
hering to the Commercial Law 
League Rates and no collection, no 
charge. 

The collection agency does have 
a reason for its being. It is the 
intermediary between the creditor 
and his customer and endeavors to 
amicably adjust and collect ac- 
counts through its own efforts and 
through its correspondents through- 
out the country, giving service to 
the creditor which as a rule he is 
in no position to maintain for him- 





self. They forward to commercial 
attorneys throughout the country a 
volume of business which these at- 
torneys could not possibly obtain 
direct, nor frankly, would the indi- 
vidual small claim if received di- 
rect by the attorney from the cred- 
itor receive the same attention as 
it does when received through a 
medium which forwards a volume 
of business. 

There are of course among the 
collection agencies as in every other 
industry those who do not adhere 
closely to what are considered good 
ethics, but certainly the entire gen- 
eral body should not be judged by 
these few. 

F. W. McDowE Lt, 
Manager, 
The Hardware & Allied 


Trades Protective Bureau. 





Noisy Minorities 
Brooktyn, N. Y.—A friend of 


mine who was in the State Legisla- 
ture explained his vote on a certain 
measure by saying he was deluged 
with letters advocating the bill and 
apparently nobody opposing it. 
When I asked him what proportion 
of the voters in the district the 
letters represented he said, after 
thinking very carefully—“Not over 
two per cent.” 

Much of the confusion and new 
laws in present day legislation can 
be charged to many well intentioned 
people who develop theories, that 
though never tried, become en- 
thusiastic for their adoption. These 
theories are passed on to legislators 
through propaganda or otherwise 
until often such pressure results in 
laws or ordinances that only show 
their bad effect too late for repeal. 

People relying on a background 
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CUTS POULTRY DELOUSING COSTS 
TELL YOUR CUSTOMERS ABOUT IT — 


The “cap-brush” is an extra bottle cap with 
a tiny hole of correct size for factory sealed 
“Black Leaf 40°’ bottles. Spreads thinner than 
a “paint-brush’’; absorbs no liquid, so enables 
your customers to use full strength 
“Black Leaf 40’ with little waste. With 
it, the 35¢ size normally treats about 90 
fowls on smooth roosts for body lice. To 
use, tap out liquid every inch or two on 
top of roosts. Spread liquid with “cap- 
brush”’ into thin continuous film on roost. 
For Single Bird Delousing using the 35¢ 
size, a ‘‘dash” in feathers two inches be- 
low vent and on back of neck kills body 
lice and head lice. 



















PACKED IN NEW CARTONS 
This month, factory shipments of the three ‘‘Black Leaf 
40” bottle sizes, to jobber and dealer, will be packed in 
attractive new cartons each containing a free ‘‘cap- 
brush.” With every 24-bottle carton of the 35¢ size an 
attractive counter display will be included. Get these 
sales helps by ordering a 24-bottle carton from your 
jobber. Meanwhile, if ‘“‘Black Leaf 40’’ bottles on your 
shelves or in your customers’ hands do not have ‘‘cap- 
brush,”’ one will be sent free upon request. Be sure to 
state size desired. 


FREE DISPLAY KIT 


contains counter displays, posters, 
leafiets and other sales helps. Write 
for it. 


Tobaceo By-Products & Chemical Corp., 
Incorporated .. -. Louisville, Ky. 


VEGETABLE 
SLICER 
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For slicing raw vegetables and fruit, such as 
potatoes, carrots, onions, celery, cabbage, 
cucumbers, apples, etc. Adjustable to thick 
or thin slices. Operated by moving handle 
back and forth. A great time and labor 
saver for home, restaurant and hotel kitchens. 
Cutter blade may be sharpened as easily as 
a knife. A popular price that opens a big 
market. Every kitchen needs one. Order 
from your jobber. Ask for our complete 
Hardware Catalog. 


ARCADE 


HARDWARE 





@ ARCADE MFG. CO., FREEPORT, ILL. 


NEW METHOD 


YOU°’LL MAKE more MONEY 
SELLING these PROFIT MAKERS 























AMONG SEYMOUR 
a SMITH’S COMPLETE 
Ig 3 LINE OF NATIONALLY 


‘Sa 
Fil 


HEDGE SHEA 


ADVERTISED QUALITY 
PRUNING TOOLS ARE 
THESE ITEMS, UN- 
USUALLY PROFITABLE 
TO HARDWARE DEAL- 
ERS EVERYWHERE— 


This colorful display sells 

- the famous Lightning Clip- 
per and Ezy Cut Hedge 
, acknowledged to be 


This new Clipper Pruner, ap- 
proved by gardeners everywhere, 
is an amazing value at $1.00 
retail. Beautifully packaged in 
individual boxes, six in a color- 
ful display container. 


Experts agree this Snap- 
Cut Pruner is best at any 
price. Easily severs %- 
inch wood. Chrome finish, 
unbreakable construction. 
$1.75 retail. Ladies’ Size 
$1.35 retail. 


These Clean Clipper 
Grass Shears are the most 
efficient, most attractive 
value on the market. 
Beautifully constructed, 
packaged in individual 
display boxes. 






SEND NOW FOR LITERATURE DESCRIBING THE 
SEYMOUR SMITH LINE. 

SEYMOUR SMITH products are nationally advertised, thoroughly merchandised, profit- 
able to sell. 


Seymour SMITH & son, INC. 


OAKVILLE, CONN. 


Sales Representatives: John H. Graham & Co., Inc. 
118 Chambers St., New York City 

















ABRASIVE PRODUCTS, INC. 
MASS. 


SOUTH BRAINTREE 


EWEL BRAND 
Sandpapers 
and Abrasive Cloths 
are packed in neat, 
clean and convenient 
packages which elim- 
inate waste. 





THE JEWEL PACKAGE 
Is Easy To Handle and Store 


and will save you many dollars. JEWEL Abrasive 
Products include: Jewel Garnet Paper and Cloth, 
Jewel Emery Cloth, Jewelox Metal 
Working Cloth, New Process Wood 
Working Paper and Jewel and Pil- 
grim Brand Flint. 








Abrasive Products, Inc. So. Braintree, Mass. 
Send us a copy of your catalog. (H. A-1) 
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of common sense and experience 
have paid too little attention to this 
propaganda of “Noisy Minorities” 
believing their safeguard lay in the 
good judgment of those they elect 
to represent them. 

Our habit is to consult a doctor 
for medical advice, a lawyer for 
legal advice and a banker for finan- 
cial advice—why not a legislator 
for governmental activities that ex- 
ert such a powerful control over our 
daily lives. 

Our representative government is 
the finest system in the world. 
Starting with the primaries where 
original nominations are made and 
so on up to the chief office of Presi- 
dent the voter has the power to ex- 
press his will. Poor representation 


is usually due to the lethargy or in- 
difference of the voter himself. 

It is only common justice to con- 
fer with your representative regard- 
ing legislation and to make known 
your views. Both he and you are 
in competition with many who seek 
political preferment and laws for 
their selfish interests, irregardless. 

Tax burdens are particularly 
heavy and will become more so if 
you do not accept your responsibil- 
ity and do your share through your 
representative toward running the 
business of this great country. 

Think this over when you sign 
the Pink Slip on your income tax 
blank this month. It is the result 
of “Noisy Minorities.” 

R. J. ATKINSON. 


Fixture Company's Financing Plan 
More Simple Than FHA, Says Heller 


MonTpPeELieR, Onto.—We have 
read with considerable interest the 
article appearing on pages 26 and 
27 of your Jan. 31 issue entitled 
“Now You Can Modernize Your 
Store on Easy Terms.” Perhaps it 
would be of interest to you to learn 
that our company have for better 
than twenty years extended the 
same identical service to retail hard- 
ware dealers. 

It is far less complicated for a 
dealer to purchase on a time pay- 
ment basis from us than it is to go 
through the details of borrowing 
money under the Federal Housing 
Administration Act, because any 
dealer wanting to improve his store, 
simply requests services of one of 
our trained store planning engineers 
to plan the store and offer his sug- 
gestions on the type of equipment 
that will best serve the purpose. 
When this has been completed to 
the satisfaction of the dealer, an 
order is placed with us without any 
red tape connected with it. He 
does not have to show us that he 
owns the property or any of the 
other details required by the Federal 
Housing Administration. 

The only requirement is that 25% 
of the price of equipment be paid 
down, the balance is to be divided 
into a series of monthly payments 
in the form of notes to be dated 
day of shipment, notes bearing in- 
terest at the rate of 6%. The size 
of payments to be governed accord- 
ing to the ability of the customer 
to pay. It is not necessay to pay 
the interest charge in advance, as 
the notes carry interest for the 
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amount of the monthly payment for 
the time that note runs. Provision 
is made that the balance due may 
be paid in full at any time before 
maturity, interest figured to the day 
of final settlement. 

Price of Heller equipment is no 
more and has not been raised to 
take care of this time payment plan 
and there is no handling charges 
added to the catalogue price or any 
fees extracted for service in con- 
nection with the time payment plan. 
In the majority of communities the 
price of Heller equipment is no 
more than the cost of having a local 
carpenter buy material and con- 
struct similar equipment. 

An investment in hardware store 
equipment is intendéd to last many 
years, therefore it is advisable for 
the dealer to equip his store with 
the best equipment rather than 
trust some inexperienced individual 
who is only interested in a few days’ 
work. 

J. B. HELuer, Treasurer, 
W. C. Hetier & Co. 


Locksmith License Fee 
Unfair, Says Gringer 


New York City—In regards to 
License issued by the City of New 
York for Locksmith & Key making 
for which we are charged $10.00 
per year we think that all hardware 
dealers think this is an unjust form 
of taxation. 

We are already over-burdened 
with Federal, state, and city taxes, 
without having other taxes levied. 


All metropolitan dealers should 

protest against this unfair taxation. 
Puitirp Grincer & Sons, INc., 
Harry GRINGER. 


(Harpware AcE has continually 
called its readers’ attention to the 
spread of such license (with fees) 
laws and has urged dealers to watch 
the proposal of such local ordi- 
nances and to fight unfair measures 
which mean extra tax levies on the 
trade. It is obvious that law makers 
are seeking every possible means 
for developing extra revenue instead 
of seeking lower governmental 
operating costs. Mr. Gringer’s 
point is well taken.—Eb.) 


Very Much Interested 


Menpota, ILt.—I would appreci- 
ate it very much if I might receive 
copy of your Feb. 14 issue, being 
very much interested in a series of 
articles in your “Just Among Our- 
selves” department. 

Hoping that you will find it pos- 
sible to send me a copy of this 
issue and thanking you very much 
for your courtesy in doing so, I am 

C. W. Potter, 
Conco Engineering Works. 


Federal Law Prevents 
Reuse of Old Bottles 


Wavertey, Mass.—I take the 
liberty to write you, and ask you as 
a representative of all the hardware 
retail trade in the United States, 
through your magazine, about the 
new law of stopping the use of 
second hand “whiskey bottles.” 
The bottles come now moulded in 
the glass: ‘Federal Law Forbids 
Sale or Reuse this bottle.” 

I think that most hardware and 
paint stores use second hand bottles 
for their shellac, turpentine, linseed 
oil, ete. And it is a shame to break 
these bottles up, so they could not 
be used, as the federal men want 
you to; or be fined for using them. 

So I write you, that maybe 
through your magazine, you could 
get word to all your hardware and 
paint store trade subscribers and ex- 
plain to them what this law means 
to them, in using new bottles at the 
high rates because we could not 
buy them as cheap as the distillers 
and in turn have to have the cus- 
tomer pay for them. 

And if a customer should bring 
in his own bottle that he found in 
the cellar we would be afraid to fill 
it, for we may think he is an in- 
spector and therefore some trouble 
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INCREASE 
PROFITS 


OU can sell 


many dozen 


of this new 
patented design 
screen door 
hinge this sea- 
son if you have 
them in stock 
and on display. Get set for more profits in screen 
hardware. Send for Champion's new screen 
door hardware booklet showing many popular and 
profitable items. 


Ghe CHAMPION 
HARDWARE COMPANY 


130 PLEASANT AVENUE 
GENEVA, OHIO 








Don't PASS UP This DEAL! 
goasesem 


and NEW No. 130 
JUVENILE 


F Offer Dealers a 
No. 101 4s WINNING HAND 


ee 


A “HIGH-LOW” That Can’t Be Beat! 






Now in full blast, creating public acceptance 
NATIONALLY and demand, which helps dealers develop a 
ADVERTISED popular, profitable line. 


With your customers by giving super-values 
BUILDING { that create “Good-Will” and bring them back 
CONFIDENCE to your store for other items. 

Of “CHICAGO” Roller Skates, their exclusive 
SUPREME features and long service records, which offer 
QUALITY extra values to users at far less cost than 

other makes. 
Which takes ““CHICAGO” skates 
out of price competition and 
Ware Bros. unrestricted Price 
Line of unmatched quality to 
meet a popular Price Demand. 


Check your Stock—NOW! Add complete line to 
meet every price demand. Investigate Ware Bros. 
Junior and Juvenile Models. . . . Write Today! 


CHICAGO ROLLER SKATE CO. 


Roller Skates With Records for Over 30 Years 
4456 W. Lake Street t<3 CHICAGO, ILL. 


TRIPLE -TREAD “TRIPLE -WARE” WHEEL 


PROTECTIVE 
DEALER POLICY 

















CAN 
OPENERS 






Opens any can, 
round, square or oval— 
large or small. Leaves 
smooth, safe _ edges. 
Strongly and attractively 
finished. Assorted col- 
ored handles. 


No. 4. HOUSEHOLD SIZE 
Wall or Table Style 


Has all the features that have 
made Edlund Can Openers the 
standard of quality in kitchen 
utensils. 


No. 4W. WALL ATTACHED 
No. 4T. TABLE ATTACHED 


Larger and heavier sizes for 
hotels, restaurants, institutions, 
etc. 


From Your Jobber or Direct 





EDLUND COMPANY Burlington, Vermont LITE SANDER. (_] Interested in time payment plan. 
NN ies ict ccc hoeeainuds sa siawens ales daha Genel meae see 

Manufacturers of Add 
Rasbouters - Jar Openare - Bottle Openere - Knife Sharpeners = SO te ers ere sie sas erdi ties isin iaielwinys 
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An EXTRA $60.00 
Coming In Each Month 


You can make approximately that 
much extra money each month 
renting out a SPEED-O-LITE 
Sanding Machine. You can also 
make extra profits on sandpaper, 
brushes, varnish, lacquer, wax, 
shellac, etc., needed for floors. 

Dealers find our Sanding Machines 
easy to’rent. The advertising we 
supply definitely assures success of 
the rental service, creating new 
customers and additional profits. 


The SPEED (LITE 


Floor Sanding Machine 


It is light, easy to han- 
dle; requires no experi- 
ence, works close to 
corners; has a_ special 
ball-bearing motor guar- 















anteed against burn- 
outs. Built for many 
years’ service. Now is a 
good time for rentals. 
Our Sander costs less 
than most Dealers sup- 
pose and our Time Pay- 
ment Plan is especially 
interesting. Mail coupon 
now for full information. 


Lincoln-Schlueter Floor Mach. Co., 212 Grand Ave., Chicago, Ill. 


Please send us full information covering the new SPEED-O- 
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Federal 


REUBEN RICHMAN. 


and explaining to the 
people. 


(Obviously intended to prevent 
reuse of whiskey bottles for inferior 


grade spirits masquerading under 
well-known brands and labels, this 
law may be too severe in its text. 
We will investigate and advise our 
readers in the next issue.—Eb.) 


Farmers Have More Buying Power 
Better Gun Business in 1935 


Fircusurc, Mass.—From early 
indications I would say that the 
general gun business is going to be 
much better in 1935 as the farmers 
will have more purchasing power 
and conditions generally are so 
much better that it is going to add 
to the general prosperity and of 
course guns will come in for a cer- 
tain share of this. My impression 
is that when we get all the differ- 
ent price lists we will find there are 
going to be some increases in prices 
and that there will be some stabili- 
zation in prices. 

Another reason I believe business 
is going to be better is it takes 


people some time to get used to 
changed conditions and there is now 
more or less a feeling of resignation 
that we are in the New Deal and 
that we’ve got to carry on, and 
everybody is free from forebodings; 
in other words, to use a street ex- 
pression, the people are learning to 
“take it,” and I believe that people 
will be much happier in the end of 
1935 than they were the same time 
last year. 

Frank I. Crark, 

Sales Manager, 

Iver Johnson’s Arms & 


Cycle Works. 





China and Crockery Racket 
Active Again in Florida 


Leespurc, Fta.—As a member of 
the hardware trade and one of your 
subscribers, I am writing you in the 
interest of protecting the trade 
from such experiences as I and 
others have had this past fall on 
crockery deals. 

I was sold one of these deals after 
much protest (having been badly 
bitten about ten years ago); I was 
very particular to have the assort- 
ment specified in the order, the 
colors, etc., and only bought on the 
salesman’s personal guarantee that 
these would all be saleable goods 
and as stated. He seemed to be 
reliable. The first ten dollars, a 
down payment, was to be held until 
the shipment was made. When I 
found my check (for the $10) was 
used at once although I could not 
get shipment until the middle of 
January, I began to feel that the 
deal was not as claimed. My order 
called for cream but the goods sent 
me were all white and the cask was 
so marked, but of course we could 
not see the goods until the B/L 
was paid. 

We took up with the company 
this question of color and the qual- 
ity of the merchandise being so poor 
that the goods were not saleable, 
but obtained no satisfaction as to 
returning our money, etc., even 
though the goods are not anywhere 
near being what we ordered and 
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not even the right color as ordered. 

I have now located the salesman 
who at first denied selling me and 
tried to make his get-away from 
town after agreeing to come back 
when I had gotten papers from my 
attorney. We expect OUR particu- 
lar deal to be ironed out but are 
NOT sure till it is done. He also 
sells enamel ware deals, etc. 

The trade should be warned of 
this sort of firm. My purpose in 
writing you is to have those in 
Florida and nearby’ areas to get in 
touch with me if they have had 
deals with such firms. I have 
names of two dealers who were 
“done” as I was “done.” This sort 
of a racket should be stopped. I 
made myself about as airtight as 
possible but would have gotten no- 
where had not the salesman un- 
knowingly approached me again 
and I recognized him and his hand- 
writing. Even then he would not 
admit till I had “dead wood” on 
him. Money is too hard to get to 
have merchants put up with this 
sort of game needlessly. 

You can use my name. I will get 
in touch with other dealers facing 
this same problem and tell them 
how we are handling it. I have 
this salesman’s home address, also 
his brother’s. 

I know merchants are considered 
fools to fall for 1000 pieces of 


“saleable” crockery at $50.00 plus 
freight of about $10 to $15 sent 
C.0.D., but the salesman insists 
thet this C.0.D. basis and the orig- 
inal deposit of $10 is necessary in 
order to “give the trade such values, 
etc.,” which would be o.k. if the 
deals came anywhere near being 
what is claimed for them. 

B. D. Harris, B. D. Harris, Inc. 


(This type of racket is being 
worked on the hardware trade every 
year. Often the same selling or- 
ganization operates under several 
different names with as many ad- 
dresses, none of which we have ever 
been able to trace down. This is 
the first case, in our knowledge, 
where a merchant who has been 
stung has even approached an ad- 
justment possibility and we hope 
Mr. Harris is successful in getting 
a fair and equitable final settle- 
ment. Often such deals are techni- 
cally air-tight from legal redress 
even though they are not as repre- 
sented. As we see it, there is only 
one way to avoid this situation— 
DON’T BUY FROM MEN OR 
FIRMS WHOM YOU DON’T 
KNOW. There are ample reputa- 
ble, well-known and_ responsible 
firms dealing in all the merchan- 
dise hardware stores can and should 
sell and there is no good nor sound 
reason for going afield from such 
recognized sources of supply. On 
the face of it such good “bargains” 
if honest would be distributed by 
wholesalers with whom you are now 
dealing. Don’t buy from strangers 
whose deposit and C.O.D. terms are 
not in accordance with your usual 
practices.—Eb. ) 


Small Merchants Pind 
Codes Difficult 


Junction City, Kan.—I have 
read with interest your article of 
H. P. Aikman. Being a merchant 
of somewhat similar lines. It has 
been hard and seems impractical for 
the small merchant catering to the 
farmer community to try and work 
the shorter hours. Farmers who 
work all hours resent it. We have 
a town of 7000 and employ 8 people 
with the minimum $20.00 per week 
which is nearly 50% more than the 
minimum wage. In a retail store 
of this type there is so much slack 
time when you do not need any 
clerks and then for some times you 
could use extra help. It is very hard 
to tell when you will need the help 
so you should have your help all the 
time. Hope you succeed in the rec- 
ommendation of exemption of 
smaller employers. 


C. R. Waters, Waters Hardware Co. 
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NEW EASY SELLER! 


HOPPE’S 


Gun Cleaning Patches 
go Right Along 
with the Popular 


HOPPE’S No.9 


OR Spring gun cleaning sell every 

shooter a package of the new, su- 
perior Hoppe’s Gun Cleaning Patches 
right along with a bottle of famous 
Hoppe’s No. 9 Solvent. To remove 
bore leading, metal fouling, all firing 
residue—quickly, surely, safely—and 
PREVENT RUST. 

These new Patches are cut from cor- 
rect-weave, clean cotton flannel—soft, 
absorbent, just right in shape, thick- 
ness, size. Handsomely packaged in 
brightly labeled sealed round con- 
tainers. Five sizes, all retailing at a 
popular price—25¢. Stock them NOW. 
Your Jobber can supply you promptly. 











CHECK THIS LIST OF SPRING SELLERS 
HOPPE’S No. 9 
Pioneer Bore Cleaning Solvent 


HOPPE’S Lubricating OIL 
For Guns, Reels, All Household Uses 


For Protecting Stored Firearms 


HOPPE’S Cleaning PATCHES 
For Quick, Sure Cleaning 


2314A N. 8th St. 
Philadelphia, Pa. 


NEW YORK 


HOPPE’S Gun Cleaning PACK Ed. W. Simon Co., 


Complete Cleaning Preparations Kit Inc., 302 B’way 


HOPPE’S Gun Cleaning GUIDES 
FREE Folders for Customers 


. L. Bowlds 

















FRANK A. HOPPE, 
HOPPE’S GUN GREASE Inc. 


a ANGELES 
18 West 2nd St. 











onus in Sabie mble r 
EXTRUDED a PADLOCKS 


To those requiring the utmost in 
security, strength and durability, 
offer the Corbin Extruded Metal 
Padlock. Made 
@ from a solid block 
of extruded brass, 
machined out to 
receive the fine 
Corbin Pin Tum- 


bler mechanism, 





assuring continuous smooth 
operation under all kinds of 
weather conditions, protection and long life. 


CORBIN CABINET LOCK CO. 


The American Hardware Corporation, Successor 


NEW BRITAIN, CONN., U. S. A. 
NEW YORK CHICAGO PHILADELPHIA 








Do you 


know 





what this is? 





It’s one of 12 special rubber 
mountings that deaden sound 
and eliminate rattle in 
Columbia Bicycles. 


More than a rubber washer 
. a specially designed fitting, 

built for long life, close and 

permanent adjustment. 


It is in exclusive patented 
features like this that Columbia 
continues to be the undisputed 


| leader today—as it has been 


for 58 years. 


1935 will see a popular swing 


toward better bicycles. Get 
your share of this business 


with the complete line of 26 
Columbia models. 


Send for catalog and a copy 
of the customers’ proof chart, 
covering all 43 Sales Points— 
makes selling easy! 


BICYCLES 
With Rubber Mountings 


which can also be supplied 
on all other Westfield-made 
bicycles at a slight addi- 
tional charge. 


THE WESTFIELD MANUFACTURING CO. 
Westfield, Mass. 











More 








poster boards, read 


Are you ready for the increased business? 


Order now from your jobber. 


CLEVELAND CLEANER & PASTE CO. 
Cleveland, Ohio 


PAINTERS’ 


Advertising, 


More Sales this Season for 


CLEVELAND 
paver CLEANER 


Millions of housewives will see 
the bulldog on the red can on the 
about the 
merit of Cleveland Cleaner in the 
newspapers, hear it on the radio. 


A marvelous cleaner. Sells 
for ten cents. Makes 
friends, builds repeat busi- \ 
ness everywhere. 


Order from your jobber. 


- Coll 





Good profit for you. 
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for Retail 
Hardware Stores 


What's aes 


Dic-A-Doo Paint Cleaner 
Window Display 


This Dic-A-Doo display, for counter or 
window display, is attractively printed in 
seven colors and is 15 by 19 inches in size. 
Also available are “jumbo” Dic-A-Doo 
packages—exact reproductions in full 
color of the Dic-A-Doo package enlarged 
to 22 x 16 x 6 inches. In addition the 





company offers a new “Ad Service Folder” 
available to dealers for selection of free 
illustrations, trade-mark cuts, or complete 
newspaper advertisements in various sizes. 
It also illustrates free material on Dic-A- 
Doo Paint Brush Bath, which is being ad- 
vertised in consumer publications. These 
are free to dealers. The Patent Cereals 


Co., Geneva, N. Y. 


Kingston Offers Two 
New Models of Skates 


Known as the New Champion (model 
120) and the New Comet (model 130) 
these skates are of attractive appearance. 
They have strong channel type construction, 
embossed sole plates which conform with 
shape of shoe sole, and light weight com- 
bined with rugged strength. Polished 
nickel plate finish. Strong steel trucks 
equipped with rubber cushion supports, 
and heavy ball bearing steel wheels are 
firmly riveted. Both models have leather 
straps, with ankle pads optional. Kingston 
offers window displays, individual cartons 
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New and Improved Merchandise— 
Display Helps—Sales Liter ature— 
Window Trims— New Packages 
—New Colors—New Deals— 


GP 6 hbttord Oo eaanees 














and other merchandising helps to dealers. 
Display material for 1935 ranges from a 
small and attractive counter card to com- 





plete window display comprising three large 
panels in brilliant colors, together with at- 
tractive streamer. Model 120 is illustrated. 
Kingston Products Corp., Kokomo, Ind. 





Seymour Smith & Son 
Clipper Pruner 


Here is the Seymour Smith Clipper 
Pruner and display carton for it. This 
sturdy pruner lists at $1.00, is made of 
steel with no castings. Blade and hook 
are hardened and tempered and it has a 
comfortable non-pinching grip. Packed 
in an attractive orange, blue and white 
box. Six boxes packed in an attractive 
and colorful display. Made by Seymour 
Smith & Son, Inc., Oakville, Conn., sold 
through John H. Graham & Co., 113 Cham- 
bers St., New York City. 





“‘Pep-Up” Portable Shower 


The “Pep-Up” portable shower may be 
fastened to a post, wall or any other con- 
venient spot and locked in any position. 
The garden hose is then easily connected. 
Made entirely of brass, nickel plated, it is 








designed to sell under $1.00. May also 
be used for permanent installation in 
homes, industrial plants and public insti- 
tutions. The Schaible Foundry & Brass 
Works Co., Box 82, Station F, Cincinnati, 
Ohio. 


Syracuse Toolectric 
1935 Model Hedgshear 


The 1935 model Hedgshear in addition 
to refinements in design incorporates a 
new streamline top handle, enabling two- 

















hand operation when required. An auxiliary 
handle has been mounted in the rear. As 
special equipment the maker offers a 6 ft. 
extension handle which can be quickly 
fastened to the rear of the machine, en- 
abling the operator to trim tall hedges, 
ornamental trees, etc., without the use of 
ladders or scaffolding. Eight moving cut- 
ters on an endless chain give 10,000 sharp 
cuts a minute says the maker. The list 
price continues to be $29.50. Syracuse 
Toolectric Mfg. Corp., 1720 N. Salina St., 
Syracuse, N. Y. 
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Something Worth Talking About 
When You Sell 


The i soul 








TYPE 3001 


Hinges. 


»~(CHICAGO nea 
SPRING HINGES, 
Chicago Spring Hinge Company, 


CHICAGO NEW YORK 
U. S. A. 





Construction and appearance are strong selling 
points for dealers who stock “Ajax” Spring Pivot 


The “Ajax” is made of high grade material and 
has been designed with many important features 
which dealers will find worthy of special mention. 
These include an adjustable tension, alignment de- 
vice, hardened steel roller bearing for pistén and 
ball-bearings for carrying the weight of the door. 

The reversible bevel side plates present a pleas- 
ing and neat appearance when applied to the door. 


Our National Advertisin 








‘is Read by Thousands ot 








‘Prospects tn your uc letgphochone 








RIVER POWER TOOLS are advertised consistently in these publications for 

your benefit. Bringing customers into your store. Customers that buy Driver 
Power Tools and the many recessary additional Driver accessories—besides giving you 
the opportunity to make additional sales on other items. 


It’s the quick turnover and the very generous margin of profit that make Driver such 
a popular line to sell. Besides it is a year-'round seller with every home owner a 
prospect. 

Cash in now on these new Driver Power Tools. Take advantage of all the free dealer 
helps that Driver offers. 


Send for free handy brochure—‘Driver Advertising and Dealer Helps.” 


WALKER-TURNER CO., INC. 


535 Berckman St. Plainfield, N. J. 





Stock 


and Profit with 


UALITY 
Product 


/ 


LOOK FOR THE ‘ ta” LABEL - 
Bronze| Pearl |Poultry|Strai itline 
foot. 


LIGHT 
14-16-18 Mesh 
+ DARK 


in all grades} 14-16 Mesh 


Continued with buyers everywhere, and the increasing number 
PREFERENCE: y pony hog Eyl gm dy phy fy yt y AT 
6 oe eh tes adic G2 ame ¢ COP 03 gua d tally 


The Gilbert & Bennett Mfg. Co. 


Established 1818 - America's Oldest Woven Wire Factory -Manufacturers 


TTIN IN 
WIRE sol Se Wie ei in MP vee ae oy 


Rew York Chy 


MARCH 14, 1935 












No Trouble to Unscrew This Cap 
You Can Really Grip It..No Wrench 
Necessary 


The 2\2-inch wide filling open- 
ing of the can makes it easy to 
fill without spilling. 


Other selling features of the 
can are: Triple locked body 
seams, made from standard 
gauge prime sheets; guaranteed 
leak-proof; enameled red for 
gasoline or blue band for kero- 
sene. Concentrate on EAGLE. 

























Ask your Jobber or write us for list 
of jobbers — this line in your 
territory. 












EAGLE MFG. CO., Wellsburg, W. Va. 













For Gasoline, 
Kerosene or 
other liquids. 





OUTMODES OLD METHODS 
EFFICIENT—CONVENIENT 
2% in. Wide Mouth 
Filler Opening on 
All Sizes 







151 














Keystone Vac-Spray Nozzle 


The Keystone Vac-Spray Nozzle has an 
instantaneous shut-off providing complete 
control and is designed for all types of 
spraying work about the home, factory, ser- 
vice station, garden, barn, garage, animal 
pen, etc. Plated finish to prevent tarnishing. 
Made of high grade materials, well pro- 





portioned, light in weight with strength for 
heavy duty work. Cone spray reaches all 
corners of car, room or pen. Will handle 
up to a gallon per minute of any soluble 
fertilizer. Has no valves or seats and is 
quickly changed from long stream to short 
spray by placing finger on suction or slight 
turn of nipple in either direction. When 
using to draw solution from pail, solution 
mixes with clear water in nozzle, slight 
turn of nipple making stronger or weaker 
solution for fertilizing, disinfecting, spray- 
ing or cleaning. Suggested retail selling 
price, 75c. Keystone Brass & Rubber Co., 
811 Chestnut St., Philadelphia, Pa. 





Ware Bros. No. 130 
Roller Skate 


The Ware Bros. No. 130 Juvenile roller 
skate is designed for sale in the popular 
price range. It is %4 in. lower, a stream- 
line model with modern improvements and 
features found in the company’s better 
models, but in much lighter steel. Equipped 





with interlocking channel arch and the 
Triple-Thread “Triple-Ware” steel wheels. 
Has oscillating trucks, ball-bearing wheels, 
leather strap with %4-in. military buckle, 
said to be the first ever to appear on skates. 
Extends from 6% in. to 8% in. Chicago 
Roller Skate Co., 4458 W. Lake St., Chi- 


cago, Il. 





Sectional Lawn Guard 


This steel lawn guard comes in units 
one yard long which snap together making 
a permanent guard or fence. When guard 
is not in use it may be pulled up and 
folded like a knife, then stored for future 
use. Protected against rust by coat of all- 
weather paint. Small angle units supplied 
for corner connections, The Sectional 
Lawn Guard is made of rolled steel. 
Packed 12 in a carton, weight per dozen, 
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12% lbs. Suggested retail selling price 
20c. each. Corners list at 10c. each and 
extra stakes at 10c. each. Circular matter 
available. Sectional Lawn Guard & Fence 
Co., 729 Society for Savings Bldg., Cleve- 
land, Ohio. 


Master Offers 10c. Padlock 
and New Sales Display 

The “No. 44 Master Greyhound” pad- 
lock has a suggested retail selling price of 


10c. Has 1%-in. cadmium rust-proofed 
embossed steel case, with steel rotary 





shackle and spring tension. There are 
eight key changes. Each lock comes 
equipped with two nickel-plated milled 
keys. Individually packed in colored car- 
ton, 12 to an attractive display box. This 
lock is one of the 12 Master padlocks 
selected for the No. 407 Sales Display. The 
new display No. 407 finished in blue-black 
crystal lacquer is surmounted by the 
Master trade-mark in brass relief with the 





word “Quality” in cut-out brass letters. 
Special price markers appear under each 
padlock in round nickel steel frames. Hook 
and eye mountings are furnished for 


il 
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hinged display at the end of case, wall or 
door casing. Master Lock Co., Milwaukee, 
Wis. 


Russell Winter Air 
Conditioning Catalog 


Russell Electric’s complete line of winter 
air conditioning equipment for the home, 
with units to operate with every type of 
domestic heating plant, is shown in a re- 
cently issued catalog which is available 
to dealers and wholesalers. The cover il- 
lustrates a house with cutaway views show- 
ing the Hold-Heet 4-unit Air Conditioning 
systems. The Hold-Heet air conditioning 
chart shows the four major air condition- 
ing functions and tells how they are per- 
formed by the company’s different units. 
Individual items in the line are illustrated 
and described and price information is in- 
cluded in the catalog. Diagrams show in- 
stallation methods. An entire page is given 
to a description of air conditioning and air 
conditioning equipment. Russell Electric 


Co., 378 W. Huron St., Chicago, IIl. 





Red Edge Screen Cloth Display 


This Red Edge Screen Cloth display is 
attractively lithographed in seven colors— 
red, blue, yellow, green, brown, pink and 
black. Its selling message is terse and to 
the point, emphasizing screen cloth as a 


>. 


ed 





Screen Cloth in a small window or as part 
of a window trim devoted to screen cloth 
and other items that are good spring 
sellers. May be used effectively with floor 
displays. Small size designed to be used 
alone as a counter display or in window 
or floor displays where space is at a 





safeguard for health. It is a three piece 
display available in two sizes, 46 by 36 
inches and 37 by 28 inches. This makes 
the display flexible enough for many uses. 
Large display may be used as the basis 
of a complete window display on Red Edge 





premium. Two attractive window display 
arrangements using the displays are shown 
in photographic reproductions packed with 
each display. Available from wholesale 
distributors or from Reynolds Wire Co., 
Dixon, Il. 
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Sell the hack saw blades that need no introduction. 
Good mechanics know Star “Moly” hack saw 
blades—power and hand—stay sharp longest, cut 
fastest, therefore cost less. These are reasons 
why Star outsells all others. 


Star hack saw blades are sold only through Hard- 
ware and Mill Supply Distributors. 
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"4 CLEMSON BROS., INc. 


MIDDLETOWN, N.Y. 


@ 50074 


SPEEDY SPRAYER 


bain move 
PAINT 


BUSINESS 
Auto, Truck 


and Tractor 
Power and Electric 


Models 


Low and medium price for 
quick sale. Ideal for home, for 
painters, paper hangers, auto 
painters and general use. Sells 
right off your counter. 


DEALERS: Write for com- 
plete details, prices and dis- 
counts on all models. 


W. R. BROWN 


om OR Ei ya, im 4 


2014 N. MAJOR AVE 
CHICAGO 
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Display 
feheaders 





And reap the ben- 
efit of our national 
advertising. 


METAL SPONGE SALES CORP., Philadelphia 


Gottschalk's 


METAL SPONGE 











Gift Shop, 
Variety and 
Department 
Store has been 
waiting for this 
peucil to mark 

Cellophane packages 


Customers 77¢€ed7 
this CELLOPHANE 
gece Pencil 














OCistack Oren COswe Cicreen 
Name 
Address 
City State 
PENCIL —————— 
WS7h) F cS Oo) WA COMPANY, PHILADELPHIA 
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Wooster Variety Venders 


Wooster Variety Venders are offered by 
The Wooster Brush Co., to supplement the 
Wooster Sampler Simplified Brush Selling 
System. They are available in a series of 
display packagings embodying a variety of 
Wooster Foss-Set Brushes. One of them 





is illustrated. Counter venders are de- 
signed to have the attractive and brilliantly 
colored handles protrude toward the cus- 
tomer, thereby inviting inspection. In four 
colors, with the main body of box covered 
with shiny metallic paper. The Wooster 
Brush Co., Wooster, Ohio. 


F. E. Myers & Bro. Co. 
Issues Catalog No. 67 


Myers 1935 catalog No. 67 has 8% by 11- 
in. pages instead of the former size 6 by 
9 inches for greater legibility and easier 
reference. This catalog is a complete one, 
showing pumps, water systems, hay un- 
loading tools, door hangers, hay rack 
clamps and store ladders. It contains 344 
pages of illustrations, specifications, prices 
and other descriptive matter in addition to 
a review of the company’s history, illustra- 
tions of the company’s trademarks, listing 
of registered trademarks, table of contents 
and names of salesmen, general agencies, 
addresses of branch distributing houses and 
foreign agencies. Diagrams and cut-away 
views are used as well as illustrations of 
the outside of units. Engineering data for 
determining the horsepower required for 
pumping water, discharge tables, friction 
of water in pipes, barometric pressures at 
different altitudes, etc., are included, as 
well as a code word index and rail freight 
rates. The company has also issued catalog 
No. PW35 on Myers self-oiling pump and 
water systems and No. SP35 on Myers 
spray pumps, both catalogs having pages 
of the same size as the complete catalog. 


The F. E. Myers & Bro. Co., Ashland, Ohio. 
Yale Zephyr 
Hand Lift Truck 


The Yale Zephyr has been developed for 
those firms whose average load is from 300 
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to 1000 lbs., and is of light weight but 
strong construction. Will handle a 36 by 
42-in. skid platform in a four-foot aisle. 
Steering through a caster wheel permits 
use of truck in minimum amount of oper- 
ating space. To elevate load operator 
grasps handle, depresses treadle and lets 
weight of his body act as a counterweight. 
Descent of load is always under control. 
Load may be pushed or pulled with handle 
locked in vertical position and may be 
pulled with handle extended to normal 
pulling position. Wide faced roller bear- 
ing type wheels and ball bearing swivel 
caster have normal rating 50 per cent 
higher than truck capacity. Lifting mech- 
anism of steel and malleable castings. 
Axles and link shafts locked to prevent 
turning or wear in side rails. Wearing 
parts are accessible and easily replaced. 
Reinforced steel plate welded between side 
rails provides deck which will permit the 
Zephyr to handle loads with or without 








skid platforms. Frame, width 18 in., lift 
2 in., ground clearance 1% in. Hyatt 
roller bearings, ball bearing swivel caster. 
The Yale & Towne Mfg. Co., Philadelphia 
Division, Philadelphia, Pa. 


Al Foss Pocket Kit 


This pocket kit cofaprises two Al Foss 
baits and one dozen of the new Al Foss 
Dry Strip Pork Rind. Packed in attrac- 
tive metal container approximately 5% in. 
x 2% in. overall and % of an inch in 
depth. Attractively designed and printed 
in three colors. Designed for the fisher- 
man wishing to have a small handy pack- 
age that can be slipped into the pocket. 





Suggested retail selling price for combi- 
nation package is $2.00, while the total 
suggested retail price of the two baits and 
pork rind strips if sold separately is $2.15. 
Illustration shows metal package together 
with one Oriental Wiggler with extra 


hook, one Shimmy Wiggler and 12 Al Foss 
Dry Strip Pork Rind. The American Fork 
& Hoe Co., Sporting Goods Division, Ge- 
neva, Ohio. 


Two New Models of 
Counselor Seales 

These two models of Counselor Bath 
Room Scales are of new design and mod- 
ern style with large roomy platforms low 
to the floor. Offered in all popular bath 





room shades, finished in durable baked 
enamel. Platforms have water-proof cover- 
ing. Guaranteed by the manufacturer for 
five years. The Brearley Co., Rockford, IIl. 





Boice-Crane No. 1400 
6 Inch Jointer 


Has long tables for handling very long 
stock (overall length of the machine is 
41% in.); large diameter carefully bal- 
anced head for high-speed operation and 
high cutting speed; up to % in. deep cut- 
ting capacity, with calibrated scale for 
indicating depth of cut at a_ glance. 





Equipped with trunnion mounted, quick 
setting type of fence, with “auto-set” stops 
for setting the fence quickly and accu- 
rately to 45, 90 and 135 degrees. Pro- 


vides 35 in. of guiding surfaces. So 
mounted that outfeed portion is practically 
equal to the infeed. To secure accurate 
work fence has rear lock in addition to 
usual front lock. List price of this jointer 
is $49.00 without motor. W. B. & J. B. 
Boice, Toledo, Ohio. 
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DEVLIN 2 
2 Al Foss RETZ a 
ican Fork nipples Fro m Ti n ker 


“i CLIMAX ee 





... everyone praises Rubyfluid, the quality flux. 
J d For 30 years a leader. That is why Rubyfluid 
lee Bath ® is a great builder of consumer satisfaction for 
and mod. 150 Ib. hardware merchants everywhere. 
rhe Companion Fitting Another Salesbuilder 
to the ... is Rubyfluid Acid Core Solder. A great 15¢ 
DEVLIN item. Best virgin metal, cored with Rubyfluid. 
CLIMAX UNION 


For Radio Mechanics 

Note the heavy square shouldered nut = — Core Solder is the thing. Another 
which will permit even strained pipe . 

lines to be drawn in for a permanent seal Ruby Soldering Paste 


i ” . .. fills a need where a liquid flux is imprac- 
va the full ball joint. The red brass seal is tical. Has all the unusual fluxing qualities of 
indestructible and can be used over and Rubyfluid. Splendid household item. 


over again. Carefully inspected. Ask 
your Jobber to show you the Climax Jr. 









Ask your jobber about Ruby- 
fluid products or send to us for 
samples. 


RUBY CHEMICAL CO. 


58 McDowell St., Columbus, Ohio 


THOMAS DEVLIN MFG. CO.., Inc. 


Manufacturers of a complete line of 
Devlin Fittings and Fretz Nipples 


BURLINGTON, N. J. 





























baked 
woe be SELL 
ord, Ill. 
EXTRA PROFITS | 
for | 
y long HARDWARE | 
gh hd itt) LD Bf Be SS DEALERS 
che 
Me R igh t in IRON FENCES 
] Your Line! sa aa jances 


(HECK up on your supply GATES : ARCHES 
of Stewart Sales’ liter- 


ature on the products listed 
herewith—if you haven’t an 
ample supply, write us. You 


WINDOW GUARDS 





should have copies of the BALCONY 
new Stewart catalogs for use RAILING 
in the coming spring season. 
* Being in the hardware busi- FOLDING GATES 
quick ness gives you a splendid j 
stops lead on prospects — so ; yy 
accu- prepared to make immediate Viscellaneous a 
Pro- sales. Write for the Stewart Iron Work Z 
: = dealer proposition, also the y | / 
‘ically new Spring Stewart Catalogs. A Fs j ‘<< 
iT The STEWART IRON WORKS COMPANY, Inc. A\y: 
. . - . 4 s — 
ointer 121 Stewart Block . . . ~ Cincinnati, Ohio ANE Z 
J. B. eee 2 
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Deming’s Duplex 
Shallow Well Pump 


Deming Duplex Pumps for shallow wells 
are double acting with quadruplex per- 
formance, assuring continuous and steady 
flow of water. Adapted for use by farm 
or suburban homes, country clubs, indus- 
trial plants, dairies, etc. May be used for 
either open or pneumatic tank service. 





Made in six sizes with actual capacity rat- 
ings of 500 to 1800 gallons per hour at 
pressures ranging from 50 to 125 lbs. The 
maker states that they are exceptionally 
quiet in operation, due to elimination of 
all gearing. All sizes mounted on rubber 
cushions which absorb practically all sound 
vibrations. New literature available from 
The Deming Co., Salem, Ohio. 


Pittsburgh Plate Glass 
Issues Store Front Book 


“How Modern Store Fronts Work Profit 
Magic” is the title of an attractive twenty- 
four page booklet issued by Pittsburgh 
Plate Glass Co. The booklet contains 
many “before” and “after” views of typical 
modernized store fronts—all of them re- 
modeled with the store front products of 
the company— including: Carrara struc- 
tural glass, polished plate glass, Pittsburgh 
paint products, metal store front construc- 
tion, Pittsburgh mirrors and tapestry glass. 
In addition to illustrations of improved 
and modernized store fronts the descrip- 
tive matter includes the cost of Pittco store 
front materials and their installation, the 
cost of which usually averages about 65 
per cent of the total cost of the new front. 
Each of the company’s store front products 
is outlined in two pages of descriptive 
matter. A diagram and drawing page 
shows details of the use of “Pittco” store 
front metal and Carrara structural glass 
used on one job. The new Pittco store 
front metal is briefly described and is ac- 
companied by illustrations showing unity 
of design in all mouldings and _ vertical 
bars which are adjustable to all angles. 
One large illustration shows a cross-sec- 
tion of this store front metal. Warehouses 
from which these materials are available 
are listed in the booklet. With the booklet 
is a blank on which a dealer may make a 
rough sketch of his present store front, 
giving simple measurements so that the 
company may return a _ suggested new 
Pittco store front, this service being free. 
Pittsburgh Plate Glass Co., Grant Bldg., 
Pittsburgh, Pa. 
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Gotham Glass Extension 
Type Window Ventilator 


Offered in three convenient sizes Gotham 
Glass Extension Type Window Ventilators 
are designed to admit fresh air and sun- 
shine without dust, draft, etc. Easily 
installed, they may be set up in three 
minutes. May be tilted to 22 degrees for 
proper ventilation. Glass is entirely en- 
closed in rigid steel frame. The three 
models are 10 in. high. V-1035 is ad- 
justable from 21 in. to 35 in. V-1039 
adjustable from 23 in. to 39 in. V-1043 
adjustable from 25 in. to 43 in. Individ- 
ually packed in corrugated boxes. Metal 
parts finished in baked enamel. Side 
brackets placed in position with aid of 
screw driver and extension rods and two 
window panes fit into convenient grooves. 
No glass edges exposed. Gotham Pressed 
Steel Corp., 144th St. and Wales Ave., 
New York City. 


““Superkleen” Applicator 
Has Long Handled Brush 


The Superkleen Applicator comprises a 
four-foot handle attached to a special pure 
bristle brush and was designed to finish 
floors with minimum of effort and time. 
Brush is six inches wide and with long 
handle makes it unnecessary for the house- 
wife to bend on her knees when using. 
Enables varnishing a 10 ft. x 12 ft. 








linoleum covered kitchen floor in about 10 
minutes. May be used for applying var- 
nish, shellac, liquid wax or floor paint. 
Easily cleaned and reassembled for future 
use. Devoe & Raynolds Co., Inc., 1 W. 
47th St., New York City and its sub- 


sidiaries. 


Catalog Shows Hopp 
Press Marking System 

Catalog B shows the Hopp Press system 
of price marking. Items illustrated in 


actual colors. Some of the items are: 
cardboard midget sectional price markers, 


special purpose card holders, swinging 
markers, die cut molding price cards for 
use in metal and hardwood moldings, cel- 
luloid sectional markers, and price cards 
with firm name imprinted. Price informa- 
tion is included in the catalog. The Hopp 
Press, Inc., 132 W. 14th St., New York 
City. 


Vincent Whitney Issues 
Attractive Folder 


An attractive folder has been issued by 
the manufacturers of Whitco Casement 
hardware. It shows Jumbo heavy duty 
Whitco casement and transom hardware 
and illustrates some of the installations of 
the company’s lines. Diagrams show adapt- 
ability. Vincent Whitney Co., San Fran- 
cisco, Calif. 


Browning “Adaptor” Converts 
Automatic Shot Guns To 3 Shot 


The Browning “Adaptor” is offered as 
the solution to the Federal regulation lim- 
iting magazine guns to three shots when 
taking migratory water fowl, geese and 
ducks. It is a specially shaped, though 
simple device of tough hardwood. Rod 
part or neck fits inside magazine tube 
through opening in spring retainer cap and 
is held in proper position by top piece. 
“Adaptor” is inserted into magazine after 
magazine cap is unscrewed. It fully com- 
plies with the new Federal regulation and 
cannot be removed through feeding end 
of magazine. For upland and local game 
shooter, where use of five shots is still 
legal, it can be easily removed. Illustrated 
is a window poster supplied by Browning 
to dealers. The cut-away view of the gun 
shows the “Adaptor” in use and how it 
limits the magazine capacity to the legal 
requirements. Device designed to sell 
through gun dealers at 25c. each and fits 
all gages and makes of autoloading or au- 
tomatic shotguns. The Browning Arms 
Co., St. Louis, Mo. 
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Antique Bronze 
Brass - - - Copper 


HANOVER 


UPERAPEX) 


ctro -ZINC - plated 


Stainless Steel 
Special Alloys 
Aluminum 

















Higher Quality Merchandise 
at No Higher Price 


Ask Your Jobber 


HANOVER WIRE CLOTH Co. 


Hanover Pennsylvania 























featuring— 

Unusually Comfortable 
Rooms, Good Food, Carefully 
Prepared, and Rates from 
$2.50 Single 


In Oleweland sts 
@ The HOLLENDEN 


RADIO IN EVERY ROOM 


In Oolumbusits 
© The NEILHOUSE 


In Clin 
© The MAYFLOWER 


h &. ee IN EVERY ROOM 
© The NEW SECOR 
Sy, py, ae ON 
© The FLEETWOOD 


An Exclusive Winter Resort Hotel 
DeWitt Operated Hotels 


are located in the heart 
of their respective cities 
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PICK THE WINNERS 


Counselor Scales sell in volume sim- 
ply because they outdistance all com- 
petition . . . they represent values that 
cannot be duplicated in quality scales, 
yet the prices are unusually low. 
They sell and stay sold . . . no com- 
plaints or adjustments to bother with. 
Accurate . . . beautifully finished . . . 
modern in styling . . . and guaranteed. 
All the approved bathroom shades. 
Order from your jobber. 


THE BREARLEY CO., ROCKFORD, ILL. 
New York Representatives: 
LOEB-STERN, Inc., 
19 West 23rd St. 





Model 900 






Model 800 


“Correct in Every Weigh” 


COUNSELOR 
bath Room Scales 
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Frantz Manufactur- 


ing Company, Dept. HA-3, Sterling, Illinois. 


SELLER” 


Priced so as to bring its high quality within 
the reach of the majority of prospects, 
“Glide” and the complete Frantz line of 


Still the 
“BEST 


son’s business. Write today for complete in- 
Guaranteed BUILDERS HARDWARE 


big money makers for hundreds of dealers. 
Prepare now to cash in on the coming sea- 


Hangers and Track have been and still are 


formation and prices. 


—_ 
“a 
_ 














WE NOW MAKE 


The Wrought Brass and 
Steel Hardware formerly 
manufactured by the 


SINCE 1849 BRASS GOODS 
MFG. CO. of BROOKLYN, N. Y. 


along with our Builder's Hardware Special- 
ties, Padlocks and Night Latches. 


The SAFE. Padlock & Hardware Co. 
Lancaster, Penna. 


RETAILS AT 18 CENTS 


The handy house- 
hold package of Gar- 
diner Repair-All Solder 
(Acid - Core) enables 
you to meet. chain 
store competition and 
still make a normal 
profit. It is also ——_- 
able in 1, 5 and 20 Ib 
spools. 


Ask your jobber. 


GARDINER METAL CO. 


4821 So. Campbell Ave., Chicago, III. 


CALDWELL 
ejash Balances 


STANDARD OF THE 
HARDWARE INDUSTRY 


46th Year 
Caldwell Mfg. Co. 


40 INDUSTRIAL STREET 
ROCHESTER, N. Y. 


HORSE 
AND 
MULE 
SHOES 


BURDEN IRON COMPANY 


TROY, N. Y. 


WORK - KING 
GLOVES 


Gloves and Mittens 
That Wear and Work. 
A Staple Line. 
Quick Turnover. 

Made by— 


LIVERMORE FALLS GLOVE | CO. 


LIVERMORE yon oy 
Please or 









































der from your iin 


LINDSAY Gasoline Mantles 


td use on all Gasoline 
ps and Lan 











1 

antic. All types 
acid-free and sealed ia 
meisture-proef 
envelopes, dozen-size bexes 
and gress-size dis ear- 
ten. From your or 
write us direct. 

LINDSAY ho & CuaneeeE, co. 
HICAGO, U 
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Kelley-How-Thomson Co. Sponsors 
“Train of Hardware Progress’ 


(Continued from page 136) 


for possession, we undertook to 
bring to the public the latest prod- 
ucts and developments of leading 
manufacturers. Second, dealers 
had to be forcefully shown that 
new merchandise properly dis- 
played and well valued, could be 
profitably put into their stock and 
sold. Third, we wanted to show 
our salesmen that there was a 
great potential market which 


| could be developed by the use of 


| 
| 





our major lines which were ex- 
hibited on the train.” 

An outstanding and new feature 
in the 1935 train was a miniature 
model home arranged in coopera- 


tion with the FHA. This included 
a living room, bathroom, kitchen, 
bedroom and modern heating 
plant with the last in full opera- 
tion furnishing heat. The entire 
display was very complete, in- 
cluding sporting goods, house- 
furnishings, hunting and fishing 
equipment, builders hardware, 
heavy hardware, electrical appli- 
ances, flashlights, major electric 
appliances, etc. At each stop all 
electrical appliances were set in 
motion with local power supplied 
from the utility company by spe- 
cial arrangement planned in ad- 
vance. 


Churches Selling Nationally 
Advertised Brands 


(Continued from page 64) 


have signed up, in the sales inter- 
est of which 265,000 women 
“good-news broadcasters” will 
shortly start out in their neigh- 
borhoods spreading the glad tid- 
ings. Each manufacturer pays a 
registration fee of $2,500, which 
entitles him to one column in the 
guide in which to show and de- 
scribe those of his products which 
have been chosen. Additional col- 
umns cost $500 each. More than 
100 columns have already been 
taken. It is expected that within 
a few weeks this shopping guide 
will be placed in 3,000,000 Amer- 
ican homes. Manufacturers only 
pay for actual increases in busi- 
ness on their nationally advertised 
products, the total amount paid 
being 31% per cent on the retail 
selling price, 2 per cent of which 
goes to the local churches, the 
other 114 going to the promoters 
for organization and running ex- 
penses, and their profit. 

An organization of district sales 
managers covering the entire coun- 
try is now in full swing. The 
women “broadcasters” are active 
members of 17,500 churches, 
Catholic, Protestant and Jewish, in 
5800 cities and towns. Each has 
agreed, for a period of three years, 
to call monthly on at least ten 
families in the interest of all prod- 


ucts listed in the guide. The spon- 
sors of the plan refer to these 
women as an “oral sales promo- 
tion medium.” Instead of reduc- 
ing the manufacturer’s regular ad- 
vertising, they are intended to 
make the advertising more effec- 
tive. Their job will be to elim- 
inate switching of brands, by de- 
veloping an increased and consis- 
tent demand for these products by 
the nearly 3,000,000 families of 
this “anchored market.” The fam- 
ilies will purchase the products 
from established retail stores. 

The headquarters of this organ- 
ization is in Chicago. There are 
15 territorial supervisors, 363 dis- 
trict managers, and nearly 1000 
representatives. One manufac- 
turer interviewed on this plan 
said: “Conditions since the advent 
of the depression have brought us 
to a point where the Goodwin 
plan, or some instrument like it, 
must be resorted to if we are to 
maintain the popularity of brand 
names among consumers.” Here 
is Mr. Goodwin’s story of the 
plan’s conception: 

“The year 1929 brought us to 
the overflowing point in produc- 
tion, as against consumption. At 
that point there were too many 
things, too much alike, at too 
much the same price. Promotion 
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**Never Lets Go” 


ALLIGATOR 


STEEL BELT LACING 


For belts of all kinds and sizes. 
Genuine ALLIGATOR STEEL 
BELT LACING is 

Q stocked by lead- 
| ing jobbers and 
; listed in their cat- 
alogs. Not sold 
Saree by mail order 
tate APP companies under 
\ x5 its own or any 
6) other name. Spec- 
ify “Genuine Al- 

ligator Steel Belt 
Lacing.’ Order 


New Uses FLEXIBILITY 9 through your 
aso ee jobber. 
The Forstner Auger Bit, un- ARO 8 


like other bits, is guided by its PROTECTION OF 

circular rim instead of its center, BELT ENDS 
consequently it will bore any arc of 
a circle, and can be guided in any 
direction regardless of grain or knots, 
leaving a true polished surface. Takes 
the place of a chisel, gouge, scroll-saw, or 
lathe tool combined. For core boxes, fine 
and delicate patterns, veneers, screen work, 

scalloping, fancy scroll twist columns, newels, Accept No 

ribbon molding and mortising. Substitutes — 
Send for Catalogue. = * 


The PROGRESSIVE MFG. CO. 


TORRINGTON, CONN. 















GREAT 
STRENGTH 











































Sole Manufacturers 


FLEXIBLE STEEL LACING CO. 

4616 Lexington Street Chicago, Illinois 

In England at 135 Finsbury Pavement, 
London, E.C.2 





SMOOTH ON 
BOTH SIDES 

















TRADE MARK 
REG. U. S&S. PAT. OFF. 

















3 See MULTIPLE CON- —— 
/ SEPA, TINUOUS TWIST by didi 
BSS A the Wright power 7 as ae ze: 


” . 
Za | eb 


, looms gives regular 
3 Ss fae hexagonal mesh, 
| fe securely and per- 
cae manently locked in 
place. 


G. F. WRIGHT STEEL & 





| WIRE CO. 
Worcester, Mass. You can modernize today for a smaller outlay than any 
time during the past decade. Store fixtures made by 
POULTRY NETTING — WIRE Heller have class and a sales appeal that cannot be 
aan cacuae wae obtained elsewhere. Deferred time payment plan will 
CLOTHES LINES—WIRE enable you to modernize NOW. INVESTIGATE while 
LATH prices are low. Check, tear out, sign and mail this ad 
TODAY. 
O) Send Fixture Cata- CO Send No. 1036 folder 
logue No. 354. on tables. 

UPERIO w.c. HELLER & CO. 
701 Bryant St. 20 Vesey St., Suite 406 

Montpelier, Ohio New York City 
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ROCHESTER 
SASH BALANCES 


Have over FORTY 
YEARS’ EXPERIENCE 
built into them. Quality 
and satisfaction assured. 


Write for prices. 





? 

0 
° 

@ 


Reechester Sash Balance Co., Ine. 
Rochester, N. Y. 











WEEDING, THINNING, 


Works close to plants without 
injuring root growth. Does not bury 
weeds to grow again but leaves 
them on surface. Small and large 
loops reversible. Ideal for thinning 
out work. Light and fast. 

Mr. Dealer:—We will send you 
our new ‘“‘Self-Selling’’ Display 
Stand with one dozen order. 

Two styles, retails 75¢ and $1.00. 

WONDER WEEDER CO. 


Orange Mass. 











STEEL MORTAR HODS 


No dripping onto 
the user’s back. 






Made entirely of 
steel with wooden 
shoulder saddle 
and handle. 
Edges are heavily 
reinforced. The 
fork is pressed 
from heavy gauge 
steel. 


26”x12” 
x11” 
deep 


Write for prices. 
The Coovetas Wire Spring Co. 


AMERICAN 











38th St. and Hamilton Ave. 
* Fy Cleveland, Ohio & 7 


NO SOLDERING 
TROUBLES 


For your customers, wh , 
buy i ine The 
come back 

a pn il” help to 
make your store supply 
headquarters for all who 
solder. 





U. S. and For. Reg. 


Ask your jobber for the 1 
2. WGeokeg carton. 
THE M. W. ey co. 
Providence, R. 1., U. S. A. 


INO KORODET 7 
naw?e ‘S] 


“CENTRAL PARK” Lawn Grass Seed. 
U.S. Trade Mark " 
Registered Famous Since 1875 
We also represent the 
Pasteur Vaccine Laboratories of France 
“PASTOXINE” RAT KILLER 
Not a poison 
Write for dealer prices 


RADWAY-McCULLOUGH SEEDS, Inc. 


115 Broad Street New York City 

















Stovink - household word 
everywhere - makes red or 
grey stoves black. Reno- 
vates burned out iron. 


Are you getting your share 


of this steady business? 


JOHNSON’S LABORATORY, Ine. 
Worcester. Mass. 
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and advertising instruments then 
available could not lift a product 
above competition. And an extra 
something was needed.” 

Preparation and organization of 
this plan has been under way for 
several years. The work has been 
done quietly. And they are now 
just ready to shoot. 

In the new world in which we 
live, old things are passing away. 
So many new, unexpected things 
have happened in government, fi- 
nance, industry and in our domes- 
tic lives, that we have ceased to 
wonder at anything. Some of the 
conservatives question the feasi- 
bility of the Goodwin plan, but 
“Necessity is the mother of inven- 
tion.” We would hardly expect 
St. Patrick’s Cathedral to help in 
selling milk of magnesia, nor 
should we look for an active busi- 
ness with the congregation of St. 


John the Divine. But it must be 
remembered that there are thou- 
sands of congregations all over 
this country where it is a problem 
to pay their pastors even the small 
salaries they draw. There is no 
doubt that there are thousands of 
women in this country who would 
be willing and glad to devote a 
portion of their time every month 
to help earn money for their 
churches. 

I have no personal interest 
whatever in the Goodwin plan. 
But just because it is somewhat 
shocking and very surprising, I 
am not one to turn it down as be- 
ing impractical. If it does suc- 
ceed, it will certainly be an il- 
luminating illustration of the 
power of a tremendous organiza- 
tion working back of an idea in 
this country, the home of mass 
production and mass selling. 


CONVENTION CALENDAR 


Hardware Manufacturers 
Assn., 69th Semi-Annual Convention 
in conjunction with 45th Annual 
Convention of Southern Hardware 
Jobbers Assn., Miami Biltmore Ho- 
tel, Miami, Fla., April 8 to 11 inclu- 
sive, 1935. Secretary, Manufactur- 
ers Assn.: Chas. F. Rockwell, 342 
Madison Ave., New York City. Sec- 
retary, Southern Jobbers Assn.: T. 
W. McAllister, Grant Bldg., Atlanta, 
Ga. 


36TH ANNUAL acaba. of the Na- 


tional Retail Hardware Association, 
Hotel Statler, Detroit, Mich., June 17 
to 21 inclusive, 1935. Managing Di- 
rector, H. P. Sheets, 130 East Wash- 
ington Building, Indianapolis, Ind. 








MississipPt Retail Hardware & Imple- 


ment Association Annual Convention, 
Buena Vista Hotel, Biloxi, Miss., 
June 11 to 13, inclusive, 1935. John 
F. Jennings, secretary, 307 Standard 
Life Bldg., Jackson, Miss. 


New Encianp Hardware Dealers As- 


sociation Forty-second Annual Con- 
vention and Exhibition, Hotel Stat- 
ler, Boston, Mass., March 6 to 8 
inclusive, 1935. Guy C. Small, sec- 
retary, 140 Federal St., Boston, Mass. 





New York Household Show, Penn- 


sylvania Hotel, New York City, July 
10 to 19 inclusive, 1935. Flo. Eng- 
lish, secretary, Hotel Pennsylvania, 


New York, N. Y. 


SouUTHEASTERN Retail Hardware and 


Implement Association Twenty-first 
Annual Convention and Exhibition, 
City Auditorium, Atlanta, Ga., May 
7 to 11 inclusive, 1935. H. M. Sim- 
mons, secretary, 317 Ten Forsyth 
Street Bldg., Atlanta. 


Tue Harpware Association of the 


Carolinas Annual Convention, Hotel 
Charlotte, Charlotte, N. C., June 11 
to 13 inclusive, 1935. Arthur R. 
Craig, secretary, 803 Commercial 
Bank Bldg., Charlotte, N. C. 


Tue Retam Hardware Association of 


Alabama Annual Convention, Gay- 
Teague Hotel, Montgomery, Ala., 
May 16 and 17, 1935. J. H. Crowe, 
secretary, 410 N. 21st St., Birming- 
ham, Ala. 


TRIPLE CONVENTION—Southern Supply 


and Machinery Distributors’ Associ- 
ation; American Supply and Ma- 
chinery Manufacturers’ Association, 
and National Supply and Machinery 
Distributors’ Association. Carolinas 
Hotel, Pinehurst, N. C., May 14-16 
inclusive. Southern Association Sec- 
retary-Treasurer: Alvin M. Smith, 
care Smith-Courtney Co., Richmond, 
Va. American Association Secretary- 
Manager: R. Kennedy Hanson, 604 
American Bank Bldg., Pittsburgh, 
Pa. National Association Secretary- 
Treasurer: George A. Fernley, 505 
Arch St., Philadelphia, Pa. 
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MEN you ve never seen 
WHO KNOW YOU! 


Grading of handles is most important! In our 
Grading Department we have five men, each of 
whom have been with us for over 23 years. These 
men know the desires of our customers and when an 
order comes through, they select the grades which 
have been furnished for years. Another reason for 
our uniformity of quality. But say, are we filling 
YOUR requirements? Let us figure with you. Free 
catalog and samples. 


AMERICAN HANDLE COMPANY 


XV Jonesboro, Arkansas 











The a. aaa Triple Motion 


WHITE MOUNTAIN 
FREEZER 


The highest quality Ice 


Cream Freezer ever made 


The WHITE MOUNTAIN FREEZER CO.,INC. 


Nashua, New Hampshire 











COBURN 


DOOR HANGERS AND TRACK 


@ Coburn has had a wide experience 
in designing and manufacturing 
hangers for sliding doors of all 
types and sizes. ideal for Ga- 
rages, Piers, Terminals, Ware- 
houses, Factories and Loading 
Platforms. We welcome inquiries 
on the proper type of installation 
for your requirements. 





Since 1888 Coburn Products Have Been Dependable 


COBURN TROLLEY TRACK CO. 
HOLYOKE, MASS. 












T.A.T ANT TRAPS 


pat is the most — - FOR Extra PROFITS 


control, easiest to se 
ple, convenient, harmless to children or pets. Contains two baits 
which attract and destroy ALL species of ants. Results guaran- 


teed. 
We are members of the Goodman Plan and our advertising in 
national magazines, such as Good Housekeeping and Better Homes 


& Gardens will create a demand. 


. Tar . 
ANT TRAP 





PER DOZ. 
POSTPAID 





HOUSEKEEPING 
Mag 
If your jobber cannot 
supply you, write us 

direct. 
Soilicide Laboratories 
Upper Montclair, N. J. 

















PROFITS! > 


Start ringing up profits with the _— 
most popular and fastest selling 


heel plates ever made. Their known quality (for over 25 
years) makes steady “Repeat buyers” out of every cus- 
tomer. That’s why 


$TAR 


Heel Plates 


cause people to “Buy 
now” when heel plates 
are most needed. 9 sizes 
to fit smallest or largest 
shoes. % gross pairs in 
box. Also 3 pairs as- 
sorted on cards. Sold by 
Leading Jobbers. Send 


jor Samples and Prices. 


Newark, N. J. 





STAR HEEL PLATE CO. 








SHERMAN Lawn Faucets 


LLUSTRATION shows latest 
convertible wheel handle, or loose 
key type. Made of wrought brass a 
with encased seat washers. Full 
seat lift, big waterway and substan- 
tial weight. 
Also Straight Pattern 
(Fig. 519) same as 
above, except in de- 
sign SHERMAN 
Lawn Faucets are 
made by experts in the 
plumbing goods line. 
Write for literature 
Sold by Jobbers 


H. B. Sherman Mfg. Co. 
Battle Creek Mich. 








Angle 
Pattern 




















The items below are 
all big sellers: 


SLIDING DOOR HANGERS 





SLIDING DOOR RAIL 

HALF SURFACE BUTT 
LF pant all the specifications of 

CUPBOARD TURNS 
the finest materials. 


GARAGE HARDWARE 
MOARTISE BUTTS 
exacting builders. Acomplete ——— 
A catalog presenting the facts 


DOOR LATCHES 
HARDWARE SCREEN HARDWARE 
STRAP AND TEE HINGES 
ORNAMENTAL HINGES 
line; modern in design and built of SASH LIFTS 
awaits your request. 











National Manufacturing Co. 
STERLING *: ILLINOIS 
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Sold 


Everywhere 


Made in 
Cleveland 









SATISFIED CUSTOMERS RETURN 
to the place where they have been well served. 
Shield Brand Tools have a definite repeat- 
sale value—due to accuracy and durability. 
TWIST DRILLS - REAMERS -: TAPS 
MILLING CUTTERS - CHUCKS : Ete. 
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How's the Hardware Business ? 


(Continued from page 134) 


eral years to provide for the normal 
increase in population, which is 
estimated as three times larger than 
present new production, the great- 
est era in building history lies im- 
mediately ahead, and in the major- 
ity of cities prospects are consid- 
ered the best discerned in five years. 
With only a part of the building 
actually required under way, busi- 
ness generally would be accelerated 
immediately, as it would bring ease- 
ment of monetary burdens to most 
of the 6,000,000 building workers 
now idle, and would provide em- 
ployment for the 500,000 contrac- 
tors and architects, while approxi- 
mately 250,000 manufacturers and 
dealers of building materials and 
equipment would be benefited. 

While building continues to rep- 
resent but a small percentage of the 
volume handled during the boom 
period, encouraging significance is 
attached to the gain in the 1934 per- 
mits over those of 1933, with the 
increase in some districts rising by 
35 to 60 per cent to the largest vol- 
ume since 1930. In a number of 
cities, 1934 volume was double that 
of 1933. With repairs under the 
Federal Housing Act definitely un- 
der way in most parts of the coun- 
try and the commercial and indus- 
trial projects which have been 
started since the first of the year, 
indications give assurance that 1935 
will bring a further upward trend 
in most branches of the industry. 

Under Title II, of the N.H.A., 
mortgage money now is available 
for the construction of new homes 
and private money for mortgage 
loans is more rapidly available than 
a year ago. There also has been a 
market increase in minor housing 
improvements, which require no 
permits, and slum elimination proj- 
ects, financed by Federal funds. 
are in full swing, according to a 
survey of the building industry, 
which has just been completed by 
Dun & Bradstreet, Inc. 


+ + * 


Publicity put out in connec- 
tion with the recently released Sears 
Roebuck general catalog states that 
this book quotes prices on an aver- 
age 15.95 per cent lower than in the 
catalog of a year ago, despite an 
increase of 8 per cent in the general 
level of commodity prices during 
the same period. Two or three 
weeks previously Montgomery Ward 
& Co. issued their new catalog and 
quoted prices which they stated 


162 


would average about 6 per cent 
lower than those of a year ago. 
Typical reductions claimed in the 
new Sears book are: Men’s and 
boys’ clothing, 10.83 to 13.40 per 
cent; men’s furnishings, 19.66 per 
cent; shoes, 12.84 to 16.20 per cent: 
electrical appliances and house fix- 
tures, 17.04 per cent; automobile 
supplies, exclusive of tires and 
tubes, 22.82 per cent; floor cover- 
ings, 18.40 per cent; farm equip- 
ment, 9.94 per cent; furniture, 17.94 
per cent, and sporting goods, 11.57 


per cent. 
* e * 


Freight carloadings in the 
United States during the Feb. 23 
week showed a decline of 29,085 
cars from the preceding week, with 
a total of 552,896 cars. This record 
was 22,012 below the cars reported 
for the corresponding week of last 
year, but 90,581 cars above the total 
for the 1933 period. A more than 
seasonal decline of 1.8 per cent oc- 
curred in electric power output dur- 
ing the week ended Feb. 23. The 
total, however, was 5 per cent above 
a year ago. 

* + * 

Berger Manufacturing Com- 
pany, Canton, Ohio, reports a gain 
of 73.33 per cent in total sales dur- 
ing the first 23 days of January, 
over the same period of last year, 
following an increase of 56.24 per 
cent dollar value of total shipments 
in 1934 above 1933. The recent in- 
troduction of enameled steel cabi- 
nets for pressed steel sinks and 
complete kitchen cabinet installa- 
tions is responsible for a share of 
these gains. Large orders for steel 
lockers for new schools have been 
another factor. 

* & & 


The Conco Engineering 
W orks, Mendota, IIl., has announced 
the following retail selling prices 
on its line of ice cream freezers: 


Each 
2-qt. Penguin ...... -- $4.20 
<<, . eer 5.00 
4-qt. Penguin ........ 6.10 
6-qt. Penguin .. “a 7.60 
SaQt, POMMBUIM 2c scccccce 9.80 

8@-@t. Peng@im .......++- 43.76 
3-qt. Husky ....... ree! 3.60 
8 een 4.20 
Ce ad aceqesess 5.90 
2 qt. Dolly Madison, Elec- 

ric EIT ee -70 
4-qt. Dolly Madison, Elec- 
a ay 12.60 


* + 


Air express handled by Rail- 
way Express Agency registered a 
gain in number of shipments of 102 
per cent for 1934 over the previous 


year, announces J. H. Butler, gen- 
eral manager of the express organ- 
ization. Heavy gains were recorded 
from all sections of the nation-wide 
air express system comprising the 
routes of 14 commercial airline 
operators, and a tonnage increase of 
115 per cent was made over figures 
for 1933. Revenue for this traffic, 
despite heavy rate reductions Aug. 
15, showed 90 per cent gain for the 
year, Mr. Butler reported. 


* %* 


Changes in salaries and 
wages from January, 1933, to No- 
vember, 1934, the period including 
the introduction of the N.R.A. and 
the upward revision of wage rates 
under the codes, have been surveyed 
by the National Industrial Confer- 
ence Board, New York City. This 
study, the results of which are con- 
tained in a new pamphlet, “Salary 
and Wage Policy, 1933-1934,” cov- 
ered over 800 representative com- 
panies with a total employment of 
811.308. Six major branches of in- 
dustry comprised the scope of the 
Board’s analysis. The industries 
are: manufacturing, extraction and 
refining, public utilities, wholesale 
and retail trade, railroads and 
finance. Of the 717 manufacturing 
concerns surveyed, 41 per cent have 
increased executive salaries; 63 per 
cent have raised non-executive sala- 
ries, and 88 per cent have advanced 
their wage rates. 


* %*+ 


Under the slogan of “Mod- 
ernizing Main Street,” the Indus- 
tries Division of the Federal Hous- 
ing Administration will soon launch 
a campaign to induce merchants to 
“lift the old faces” of their stores, 
and to modernize store interiors 
with new fixtures. According to 
B. J. Flynn, Director of the Indus- 
tries Division, more than 750,000 
stores need repairs. To encourage 
the merchants to install new fronts, 
the Government is sponsoring a 
movement whereby the merchants 
can borrow money on a five-year 
payment plan to improve the ap- 
pearance of their property so that 
they may display their goods to 
better advantage and thereby in- 
crease sales. 

“Our survey would indicate that 
a $2,000,000,000 market exists in 
this field. Under the easy payment 
plan the average merchant will, in 
our opinion, spend considerably 
more than $2500 for the improve- 
ment of his store,” says Mr. Flynn. 
A detailed explanation of the cam- 
paign appears elsewhere in _ this 
issue of HARDWARE AGE. 
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Bibb Washer Reseating Tool 
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This independent 
— of the 
ee ps stem. 
me in « 1 do not 


“a ~~ OIL CLO place turn when 
TH KNIVES || eames 1. “i A Simple, Efficient Tool, 
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Cc, No. 2, 3%-inch blade; Here’s a partial list of other which assures 
g. No. 1, 3-inch blade good sellers in the R. MUR- |{ | | *!iminates long life. Anyone Can Use 
~ These Knives stand the gaff reed oe will make your ‘ 
»..+ make hard work easy... -utlery Counter more profit- 
hold their edge ... stay sharp. able: | EACH 10c RETAIL PRICES EACH 50c 
. +.» They are preferred by cut- Sh | 
ters cuales. Stash thom ped = ten esa reed “‘Split-Stem’’ Washers are made An unusual value which will 
today! Skiving Knives Stencil Knives to actually fit the faucet, there- help the dealer sell more wash- 
Write for prises 1 complete — Lo Manual Training fore, five sizes. On cards of ers and make a profit on tool 
ps Knives 36 assorted. sales as well. 
d catalog. | ey Knives Rectan tates 
gar Knives ° ‘ * . 
)- Robert Murphy's Sons Co. Pruning Knives Shirt Cutters’ | “The trick is in the Split” 
Paper- Hangers’ Blades and , 
g Ayer, Massachusetts Knives Handles SHEPARD & MOORE, Inc. 1514 Prospect Ave., Cleveland, Ohio 
d 
Ss 
d 


Modell. 


TRADE 
Nuts are turned quickly when Ba COIL CHAIN 


S 
y gripped by a B. & C. Combina- 

4 tion Wrench, and pipe is held securely with- Other Hodell Chains 
: out turning. \t masters both—saves time. WELDED — Proof Coil Chain @ Stee! 
Loading Chains @ Trace Chains @ Well 


Chain @ Cow Ties@Log or Binding 


That’s why most plumber’s and steam-fitter’s 
Chains @ Heel and Butt Chains @ Breast 





always include it in their tool kit. Splendid | and Wagon Chains © WELDLESS — 
J . ‘i . Tie Outs @ Pump Chain @ Porch 
seller. 5 sizes: 8 to 18 ins. Gulag Chainer Piss ©@eg Chetan 
tsk Y Jobb @ Sash Chain 
ASK our joover | 
| THE CHAIN PRODUCTS CO. 
e BEMIS & CALL co. ® | 3934 Cooper Ave., Cleveland, Ohio 


Established 1886 





Springfield Mass. 





























YEKIN Wire svior ILCO QUALITY PRODUCTS 
Padlocks, Night Latches, Door Closers, 


TAPE-RULE Key Blanks and Key Cutting Machines, 


bearing the ILCO trade mark, represent 
the finest in materials and workmanship. 





Its popular price and imme- 
diate appeal make it another 
“Best Seller.” Blade %” 
wide, 72” long, graduated to 
16ths, is manually operated in 
a case only 1%” in diameter. 


Look for full page announcement 
in an early issue of Hardware Age 


INDEPENDENT LOCK COMPANY 
Fitchburg, Mass., U. S. A. 


THE [UFKIN fOULE (0. 1. 1608 — 72" 
SAGINAW. MICHIGAN 2 THE SYMBOL OF SUPREME LOCK PROTECTION 


106 Lafayette St., New York City 



























MOLDED RUBBER GOODS 


ACME aR 
Kitchen Utensils 7° & if) - 


An unusually well made 





and attractively priced We stock a complete assortment of rubber 
° ° 4 tips and bumpers, and are equipped to manu- 
line of kitchen utensils. facture most anything for your special re- 
Contains many items re- quirements. Catalogue No. 50 on request. 
tailing for 10 cents. Send ELASTIC TIP COMPANY 
for catalog and prices. . 

g and prices 370 Atlantic Ave., Boston, Mass. 











Acme Metal Goods 


Mfg. Co. 
12 Orange St., Newark, N. J. = 4 me 
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CLASSIFIED OPPORTUNITIES SECTION 





Positions Wanted Advertisements 


at special rate of one cent a word, mini- 
mum 50 cents per insertion. 


All Other Classifications 


Set Solid, Maximum of 50 words... .$3.00 
Each additional word .........+.+- 06 
All Capitals, Maximum of 50 words.. 4.00 
Each additional word ..........+. .06 


Allow Seven Words for Keyed Address. 
Boxed Display Rates 


1 inch 
Each additional inch 


Use this section to reach Hardware Manufacturers, Manufacturers’ Agents, 
Jobbers, Jobber’s Salesmen, Retailers and Retail Salesmen 


e CLASSIFIED ADVERTISING RATES ¢ 


Discounts for Consecutive Insertions 
4 insertions, 10% off; 8 insertions, 15% off. 
Due to the special rate, these discounts do 
not apply on Positions Wanted Advertise- 

ments 


— * — 
REMITTANCE MUST ACCOMPANY ORDER 
Send check or money order, 
not currency. 


=— @ == 
HARDWARE AGE is published every other 
Thursday. Classified forms close 13 Days 








previous to date of publication. 


NOTE 
Samples of Literature, Mer- 
chandise, Catalogs, etc., will 
not be forwarded. 

Address your cummaanduee and replies to 
HARDWARE AGE 
Classified Opportunities Dept. 
239 West 39th St., New York City 











BUSINESS OPPORTUNITIES 


SALES REPRESENTATIVES WANTED 


POSITIONS WANTED 





OPPORTUNITY TO REDUCE YOUR IN- 
VENTORY. We are in the market for Job Lots, 
Seconds, Discontinued Items, Close-outs, etc., o 
Hardware, Mechanics’ Tools, Electric Appliances, 
Housefurnishings and Cutlery. Send samples and 
quote your prices for the lot. Address Charles 
Weiland, Inc., 149 Chambers St., New York City. 


SALES REPRESENTATIVES WANTED 


Dealer or Salesman Wanted 


To interest City and Town Officials 

in Street Name Signs, Traffic Signs, 

Reflecting and Neon Beacon Signals. 
Liberal commissions paid. 


Municipal Street Sign Corp. 
152 W. 42nd ST., NEW YORK CITY 























MANUFACTURER WANTS A FEW MORE 


salesmen or distributors calling on hardware and 


plumbing trade, wholesale and retail. Few ter- 
ritories open. Good side line. Going big. Every 
woman wants one. Address Dept. 2—890 St. 


James Ave., Springfield, Mass. 


SALESMAN WANTED TO SELL NEW 
type of paperboard berry box to retail hardware 
dealers as a side-line. Liberal commission. State 
territory you cover and full particulars. Address 
Box B-630, care of HArpware Ace, 239 W. 
39th St., New York City. 

ROPE SALESMEN WANTED—PHILIP- 
PINE MADE Manila Rope sideline, long estab- 








lished trade necessary. 5% commission. Write 
fully about yourself giving references. Address 
Box B-629, care of Harpware Ace, 239 W. 


39th St., New York City. 


ESTABLISHED MANUFACTURER HAS 
SEVERAL OPENINGS exclusive territories. If 
you are now calling regularly on hardware, mill, 
and contractor supply trade and can add several 
good items to your line, commission basis, our 
proposition will interest you. Address Box 377, 
Toledo, Ohio. 


SALESMEN HAVING CONTACTS WITH 
HARDWARE jobbers and retail hardware deal- 
ers and furniture stores in various sections of 
the country to handle an established line of 
rubber wheel casters. Address Box B-634, care 
FA Harpware AGE, 239 W. 39th St., New York 

ity. 


SALESMEN NOW CALLING ON HARD- 
WARE jobbers and larger retail hardware trade 
throughout the country to handle good side line 
paying liberal commission. Write stating experi- 
ence and territory now covered. Address Box 
B-647, care of Harpware AGE, 239 W. 39th St., 
New York City. 


OLD ESTABLISHED MANUFACTURER 
HAS EXCELLENT side-line for sales represen- 
tative acquainted with hardware, mill supply. 
municipal or industrial trade. Must be capable 
of selling quality merchandise. Philadelphia, 














and a few other choice territories open. ‘om- 
mission basis. State past sales experience, ter- 
ritory covered, present lines. Address Box 
B-632, care of Harpware AGE, 239 W. 39th 


St., New York City. 





IMPORTER WANTS SALESMAN CALL- 





ING ON coast retail hardware trade. Mer- 
chandise selling chiefly in Spring and Summer 
months. Address F—29 East 10th Street, New 
York City. 

WANTED SALES REPRESENTATIVE— 


COMMISSION BASIS. Old manufacturer of 
active and complete line desires a connection with 





progressive sales agent handling non-conflicting 
lines, and now contacting wholesale and retail 
hardware, mill supply and industrial trade for 
Philadelphia, Pa., district. State experience, 
territory covered and lines now carried. Ad- 
dress Box B-646, care of HarpwAre AGe, 239 
W. 39th St., New York City. 

SALESMEN WANTED, BY HIGHLY 


RATED manufacturer in business over 30 years, 
to sell a high-grade line of moderately priced 
aluminum ware direct to the retail trade. Have 
territory open in Indiana, Iowa, Minnesota, 
Virginia, Kentucky, Missouri and Texas. Will 
consider only experienced salesmen who know the 


retail hardware trade in their territory. Full 
commissions paid weekly. Exclusive territory. 
Have unusual proposition for the right men. 
Sales increasing rapidly. Salesmen can _ con- 
veniently handle one other line in connection 
with ours. Address Box B-639, care of Harp- 
WARE AGE, 239 W. 39th St., New York City. 





SALES ACCOUNTS WANTED 





MANUFACTURERS’ REPRESENTATIVES 
OF NEW JERSEY are seeking lines such as 
builders’ hardware, padlocks or kindred lines to 
sell to the hardware trade. Have good follow- 
ing. Best of reference can be furnished. Ad- 
dress Box B-631, care of HArpwAre AGe, 239 
W. 39th St., New York Gity. 


TO MANUFACTURERS INTERESTED IN 
THE Cuban Market—I am desirous of represent- 
ing reliable manufacturers of hardware, glass- 
ware, crockery and fast-selling housefurnishings 
on a commission basis. I am well acquainted 
with all responsible importers throughout this 
country. Address—Daniel Gonzalez, Maximo 
Gomez 224, Havana, Cuba. 








HELP WANTED 








Hardware Personnel 


FROM THE MANAGER TO THE 
DELIVERY BOY 


WHOLESALE RETAIL 


Our files contain applications of several 
hundred experienced and well-trained em- 
ployees in the hardware industries. 


NO CHARGE TO EMPLOYERS 
FOR THIS SERVICE 


If we oan be of any help to you, just phone 


ASSOCIATED PLACEMENT BUREAU 
152 West 42nd Street New York City 
WIS. 7-1802, 1803 














EIGHTEEN YEARS’ EXPERIENCE IN 
RETAIL hardware and paint business, will take 
inside or outside work. Married—have family— 
have car. dress Edward J. Svehla, 3201 
South Keeler Ave., Chicago, Ill. 





YOUNG MAN, 29 YEARS OLD, with ten 
i in retail hardware, sporting 


years’ experience E ’ 
goods and electrical lines, desires factory con- 
nection. Will work on commission basis, part 


time, covering Southern Ohio and Northern Ken- 
tucky territories. Address Box B-638, care of 
Harpware AGE, 239 W. 39th St., New York City. 





STOVE AND HARDWARE SPECIALTY 
SALESMAN with fifteen years’ successful experi- 
ence New York State. Acquainted with the better 
class of buyers of hardware, furniture, depart- 
ment, plumbing and general stores. Capable of 
good volume. Also experienced in retail buying 
and selling. Available April 1st. Address P. O. 
Box 27, Utica, New York. 





YOUNG MAN, 21, EXPERT LOCKSMITH, 
experienced in hardware, housefurnishings, auto 
supplies, plumbing, paints, electrical, etc. Ex- 
perienced on Fox Locks, door checks, odd elec- 
trical jobs, etc. New York or Brooklyn pre- 


ferred. High school graduate. Address Isidore 
Polonsky, 364 South First St., Brooklyn, New 
York. 





EXPERIENCED HARDWARE AND SPORT- 
ING GOODS salesman, buyer, and manager, 32 
years of age, 15 years’ experience. Present con- 
nection past 5 years. Want connection with 

Southwest or Northwest. Can 


future in West, 
furnish reference. Address Box B-625, care of 





Harpware AGE, 239 W. 39th St., New York 
City. 
SALESMAN—TEN YEARS’ EXPERIENCE 


COVERING the hardware, building, fishing tackle, 
and sporting goods trades in Southern New York 
State. Also six years calling on the bicycle and 
motorcycle trade of the Southwestern states. Am 
single and have A-1 references. Address Box 
B-642, care of Harpware AGE, 239 W. 39th St., 
New York City. 





SALESMAN AND MANAGER OR ASSIST- 
ANT to those retail merchants who are interested 
in getting a man who knows the business in 
hardware, tools, paints, electrical supplies with 
20 years’ experience, desires position with an 
up-to-date establishment. Willing and ready to 
go anywhere. Address Box B-643, care of Harp- 
warE AGE, 239 W. 39th St., New York City. 





POSITION WANTED TO MANAGE 
PLUMBING and heating department or business. 
I am well informed on selling, promotion of 
business, a practical mechanic of both trades, 
and possess a good knowledge of all departments 
of the business. Aggressive, good personality and 
a producer of business. Salary and percentage 
of sales. Address Box B-645, care of HarpwaRE 
AcE, 239 W. 39th St., New York City. 
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POSITIONS WANTED 


CLASSIFIED OPPORTUNITIES ° 


POSITIONS WANTED 





POSITIONS WANTED 





WANTED—INSIDE POSITION AS HARD- 
WARE clerk. Fifteen years’ experience in hard- 
ware, plumbing supplies, janitor supplies, paints, 
electrical supplies, farm implements and garden 
tools. Also department store experience in all 
these lines. Reasonable salary considered. Can 
locate in any town or city. Best of references. 
Address Box B-644, care of HaArpware Ace, 
239 W. 39th St., New York City. 


EXPERIENCED HARDWARE MAN DE- 
SIRES POSITION with reliable hardware, elec- 
trical or sporting goods manufacturer, or jobber. 
Now manager of retail hardware store which I 
must give up. Thirty-five years of age, reliable 
and sober, previous sales experience. Starting 
new with good following in Wisconsin. Address 








Box B-640, care of HArpwWAre Ace, 239 W. 
39th St., New York City. 





AVAILABLE AT ONCE SALESMAN WITH 
following in Illinois and Indiana hardware and 
department store trades. Must be a quality 
product. Commission basis. Address Box B-633, 
care of HarpwaAre AGE, 239 W. 39th St., New 
York City. 


WANTED POSITION WITH HARDWARE 
DEz ALER in a good farming community located 
in Indiana, Ohio, Michigan or Illinois. Prefer 
dealer that is planning to retire in a few years 
and will want someone to take over the business. 
Handy with tools and repair work. Twenty- 
four, white, married. High school education 
including bookkeeping. Not financially able to 
buy interest now. Reference. Addreess Box 
B-636, care of HarpwaAre AGE, 239 W. 39th 
St., New York City. 








SALE SIXTEEN YEARS’ EXPERI- 
ENCE IN the Metropolitan district and on the 
road. Open for proposition in the Metropolitan 
district. Can furnish Al credentials as to 
character and ability. Address Box B-637, care 
of Harpware Ace, 239 W. 39th St., New York 
City. 


YOUNG MARRIED MAN WITH FAMILY 
desires a position as manager of a hardware 
store in a small town anywhere. Has had twelve 
years’ experience selling in store—seven years in 
the hardware line including sporting goods and 
automotive supplies. At present employed as 
manager in hardware store in New York. Must 
move on account family health. Excellent refer- 
ence obtainable. Address Box B-635, care of 
Harpware AGE, 239 W. 39th St., New York 
City. 

















He ADVERTISED IN THE RIGHT MEDIUM 


This man wanted to represent a good hardware 
manufacturer—he told his story in the Classified 
Opportunities Section of Hardware Age— 

A nationally known company replied to his adver- 
tisement and he secured a desirable position through 
advertising in the right medium. 


HARDWARE AGE is noted for quick results — 
try it—send your ad to— 


HARDWARE AGE 


Classified Opportunities Dept. 


239 W. 39th Street 


New York, N. Y. 
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i New Boxes in Color 


Nisalipixen 3 
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“& Fowler & Union 


a Sets the Pace! 







OOD news! 
Package ex- 
perts said new 
- boxes would in- 
\NW/ crease Horse 
Nail sales — and 
they are! That’s 
the news from 
everywhere. 










































Order your stocks of 
Fowler & Union 
brands in the new 
boxes now—the 
blacksmith’s favor- 
ite for 50 years— 
then watch your 
Horse Nail sales 
grow in ’35! 


Write for color 
folder, prices, new 
Testing Laboratory 
reports on Horse 
Nail quality, etc. 











‘ All 3 brands 
packed in both 
1 Lb. and 5 Lb. boxes. 


vis FOWLER & UNION HORSE NAIL CO. 





1000 MILITARY ROAD, BUFFALO, N.Y. 











Everybody wants them 


Moore 
{ Push-Pins 
Tot p Thing 


Because pictures are 
again being extensively 

used in homes, there is a 
fast-growing demand for 
the world-famous . . . 


a tack a good tack Moore 
exact length-uniform Push-Pins 
heads needle sharp |) ) “a 
points — 100% usable. 



















Easy to insert and will not 
mar wall paper or woodwork. 














Wherever shown, our new metal 
Revolving Display Cabinet, holding 
72 window-front Packets, makes 
continuous sales. Get one from 


your Jobber. 


Write for a supply of our Booklets, 
“The Home Beautiful” imprinted 
with your name. to give to your 
customers. Will bring business 
to you. 


MOORE PUSH-PIN CO. 
113-125 Berkley St. PHILADELPHIA, PA. 


Ask your jobber 












W.W. CROSS “C0. INC 
EAST JAFFREY NH. 
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3 brands 
1 in both 
Lb. boxes. 
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MOULTON LADDERS 


Every Step a Safe Step 
Profitable Sellers—Always Satisfactory 
COLUMBIAN STEPLADDER as 
shown. Strong and durable. Has 4 
in. steel rod under each tread. Gal- 
vanized double ears. Cadmium plated 
hardware. Sides 2% ins. Legs 1% ins. 
Treads 3% ins. Sizes: 4 to 12 ft. incl. 

Wot. approx. 2! Ibs. per ft. 
WESTERN STEPLADDER — Full 
rodded with single galvanized ears. 
Black hardware. Sides 254 ins. Legs 
1% ins. Treads 35 ins. Sizes: 4 to 
8 ft. inc. Wgt. approx. 2 Ibs. per ft. 
Slightly lower in price than the 
Columbian pattern. Also other pat- 
terns. 


Send for Literature and Trade-prices. 


THE MOULTON LADDER MFG. CO. 


Somerville Mass. 





Talk Quality and Dependability— 
Sell the Hill 


Tell Housewives how the Hill Champion Clothes Dryer saves time, 
labor and steps—they simply revolve it which brings every foot of 
line right before them—hang entire wash without walking a step. 
No lugging heavy basket of wet clothes from place to place. Easily 
erected. Sturdily built. Has folding removable reel and removable 
post. Three sizes to hold 100, 115 and 150 ft. best cotton line. An 
outstanding seller that returns a good profit. Send for Booklet—it 


shows complete line. 


Clothes Dryer Co., Inc. 
Worcester Mass. 


New York Distributor 
H. Kornahrens, Inc. 







Champion 
Yard 




















Bommer 
Checking Floor Hinges 


Suitable for 
all sizes and 
kinds of 
doors, metal 
or wood 


Write for illustrated catalogue 
Bommer Spring Hinge Co., Brooklyn, N.Y. 


















FOR YOUR 


MFGD. BY. 
6515 WEST ‘GRAND AVENUE, CHICAGO 


*»\ COASTER bgt 


- RADIO STEEL & MFG. CO. 











p BRUSH-NU COM PANY 


BALTIMORE MARYLAND 
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RANGES era 


FLORENCE [eal STOVE CO. 


GARDNER, MASS. KANKAKEE, ILL. 
NEW YORK, CHICAGO, BOSTON, ATLANTA, DALLAS, DETROIT, SAN FRANCISCO 


OIL ° 
EATERS BURNE 

















DOMES of SILENCE - 


pe ce, REMCO PRODUCTS *°si2:" 


COMBINATION KEROSENE LANTERN 
STOVE and HEATER 


THUMB TACKS trincsution 





BURNS KEROSENE OR GASOLENE 
CAMPINGO N91 
, NUMERAL - HEAD ONE > 
SOCKET TYPE 





SS) 
@ J RUBBER | yong gL oS x 
f N°? 9 } N? 210 


BORAK 


UPHOLSTERY 


KEY CAPS 








ORIVE ON TYPE. METAL BED TYPE 








Robert E. Miller, Inc. 
Domes of Silence, Inc. 
EROSENE stove. Swedish Optimus Co., Inc. 





on each 


BORE EOE TD 
( 
REM CO REAL CARVED WOOD MOULDING N York “ 
Ask your Jobber and see that our Trade-Mark a ew Yor 
package. if he is net supplied —urite us. N Y 








REMRAK & 
35 Pearl Street (“wicca 
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HOUSE PAINT ALUMINUM PAINT FLOOR PAINT VARNISH STAIN FLOOR VARNISH AUTO PAINT WALL PAINT ENAMEL 











| Why every nationally-known paint 
line has its Aluminum Paint 





Aluminum Paint has long ago graduated from a Aluminum Paint as a wood primer has now had 
“quart and pint” line to a gallon, five gallon kit time to sell itself. Painters who used it four or 
and drum business. Today practically every five years ago have convinced themselves that 


factory in your town is a prospect. The sparkling Aluminum Priming will do everything that has 
Aluminum tanks, structures of every kind, and been claimed for it. The top coats they applied 


bright interiors you see every day give you a over it are still standing up. With them no more 
picture of the possible sales. arguments are necessary. The “Handwriting on 


But an even larger market is opening up. the Wall” has a new message 


NO PAINT STOCK IS COMPLETE WITHOUT ALUMINUM PAINT 


oi 25522" ALUMINUM PAINT 
; PASTE AND POWDER FOR 


5 


aminum Company of America does not make paiot, But ‘i n Or ALBR [ manu- 
furers and their Subd sell Aluminum: Brean oar ‘LCOA A IN Paste or 

yder and vehicles suitable for wood and other nef sure the 5 pone is > 4 
COA ALBRON and is so designated. Write t, * Pain, Tts Uses and aot 
Applications.” Aluminum Commpury of Aw . Pittsburgh, Pa. 
















MARCH 14, 1935 











FOLDERS 
Giving 
Ballistics 











: 5O YARDS 
HE busy, back-on-the-job spring season for farm pests— Foor |i 

_ from gopher and prairie dog to woodchuck, crow and field 90 Pounps| | 
cat—opens up the busy .22 rim fire ammunition season. Extra ENERGY 
busy for dealers who realize what they’ve really got to offer cus- rg 
tomers in Winchester .22 Super Speed Cartridges. Pi 

Stock and display Winchester Super Speed .22s. Placard them a 
boldly 25% higher velocity than regular .22s, 60% increased 
power—at no higher price. 

Wherever extra range, speed and power are needed, sell these 
red-blue-and-white boxed, nickel cased, fast stepping, hard sock- 
ing pest exterminators. They get more hits because so much 
faster, with less trajectory curve. They make more kills because 
they get there so quick with their knock-out wallop. 

Sell them in .22 Short,.22 Long, .22 Long Rifle and .22 W.R.F. 
sizes. And while you’re talking speed and power, also tell your 
customers the grease-free advantage of Super Speed Kopperklad 
bullets—especially the expanding hollow-point bullets for shoot- 
ing pests. Solid bullets also for those who like them. 

R STOCK NOW. F . 


R REGULAR JOBBER 


WINCHESTER REPEATING ARMS COMPANY 
NEW HAVEN CONN., U.S.A. 
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